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Abstract 
Introduction 
Marketing has been recognized as a driving force of economic development. In face, 
marketing is the most important multiplier of economic development. It is one of the major 
functions in any business activity-be it production oriented or service oriented. 
These days, the increasing dominance of service sector draws attention to service industries. 
Most developed countries are acquiring major part of their income and employment from this 
sector. The situation in developing countries is also changing. In these countries, the service 
sector is growing very fast. Many nev/ service providers are entering tne market with a 
diverse range of services, leading to increased competition and wider choice for the 
customers. This apparently means plenty of opportunities for service business. But 
competition is becoming fiercer alongside. Capturing and keeping a customer is a great 
challenge. Opportunities do not translate in to business easily. In this fast u.ovement of 
change, the marketer is faced with a challenge as to how to create a service package, \raica 
wins customers and assures their loyalty. If to survive and grow, the service marketer will 
have to use all marketing skills at his/her command. 
The pace of development of other sectors gets accelerated by the availability of efficient, co:t 
effective and customer friendly financial services. Obviously, the greater the demaiid for 
financial services, the greater will be the flow in the banking industry. 
Change is continuous and a challenge. The changed environment has exposed banks tc the 
challenges of competition, service quality, cost and competitive advantage. Some of the 
banks which are unable to cope with the changes may have to face the consequence of the 
survival of the fittest. To face the challenge and get good results are a sign of good 
management. 
In this direction, modem banks have been rendering diversified products and services 
through multi delivery channels and well trained employees. They are also putting maximum 
effort to shorten service process and attract customers through planned promotions and 
tangible evidences. It is needless to say that the modem commercial banks are oriented to 
customer needs and wants, and his/her convenience and comfort as well. 
Ethiopian and Indian banks are also not exceptional. The competition is growing as the 
number of operators in the banking industry is increasing. To survive and grow in de-
regulated markets, the marketers in these firms can no longer afford to ignore customers. 
Moreover the rising customer expectations and the present day reality of globalisation also 
demand these firms to be competitive with their counterpart around the world. 
They should discard old practices that act as constraints and inculcate modem methods of 
operation to stand up to the challenges. The most important elements that will help these 
firms to compete effectively are their ability in marketing strategy and professional approach 
of executing these strategies. 
The present research intends to evaluate the marketing practice of Ethiopian and Indian 
banks in their marketing mix elements and to suggest certain points on how they can improve 
these variables to be more competitive in serving the need of the market. 
Problem Statement 
One part of service sector, banking, is the central core of every economic system. The 
significance and attention given to this sector of the economy is growing at a faster rate 
since the emergence of marketing concept in banking industry in the west. The level of 
development of marketing concept in banks of developing countries is found to be less 
significant. In some cases, it is observed that they are still running on traditional lines. 
As a result of financial sector reforms, private and foreign banks have started to operate in 
most of these countries. In order to withstand the competition, banks of the developing 
countries need to introduce different schemes, promote better customer service, upgrade 
their technology, invest in manpower development, diversify their delivery mechanisms 
and tangibilize their intangible banking services to their customers. All these require the 
utilization of marketing concept in their offerings by encouraging market research on the 
basis of the economic, demographic and social conditions they are in. 
The banks in the sample countries are assumed of not properly undertaking the marketing 
practices in their services. So, the main attention of this research is to identify the 
marketing practice of banks in the sample countries. 
Objectives of the study 
1. To study the application of marketing mix elements in Ethiopian commercial banks 
2. To study the application of marketing mix elements in Indian commercial banks. 
3. To undertake a comparative analysis of the application of marketing mix elements 
in Ethiopian and Indian commercial banks. 
4. To suggest measures for improvement in the application of marketing mix elements 
in both Ethiopian and Indian banks. 
Nature of the Research 
The research is of exploratory nature. It aims at discovering the general nature of 
marketing management of banks in the sample countries. It is based on investigating the 
seven marketing mix elements followed by the sample banks to reach at concluding 
remarks about the marketing of total banks in two countries. 
Sample design: 
The population under study can be defined as "all private and public commercial banks 
operating in Ethiopia and India." For practical reason, foreign banks are not considered in 
the sample selection. The absence of foreign banks in Ethiopia requires me to ignore 
foreign banks in India. So, these banks are excluded from the sample. 
In order to make the samples representative, comparable and get a clear picture of bank 
marketing, two banks from Ethiopia (Commercial Bank of Ethiopia and Dashen Bank) 
and two banks from India (State Bank of India and ICICI Bank) have been taken as 
sample units in order to make the study more relevant and workable. These sample banks 
were selected one each from both the public sector and private sector Ethiopian and 
Indian banks. 
In selecting these samples, the size of the bank is taken as criteria. From both the sectors, 
the bank with the largest asset base, branches, profitability, employees, deposit and loan 
size is selected as representative in the sample in both countries. 
Data collection: 
Data in connection with the present study has been collected from both primary and 
secondary sources. 
Personal interviews, questionnaire, and observations were adopted for collecting data 
from the primary sources. 
The secondary source of information for the research includes electric sources and written 
materials. To acquire the required data searching of internet in the web site of the sample 
banks and other web sites was done. The researcher has also made intensive reading of all 
accessible written materials in the form of books, specialized journals, journals, news 
papers, dissertations, research papers, office documents and annual reports. 
Presentation and Analysis: 
The present study is qualitative as well as descriptive in nature. It is based on case study 
method. Guided by the need for the research, the researcher has presented and analysed 
the data regarding the marketing practice of both Ethiopian and Indian commercial janks 
separately in two chapters (chapter three and chapter four). Each chapter contains two 
major parts dealing with the two banks from public and two from private sector. Each part 
again divided into two sections. The second section of each part have seven sub-sections 
each wherein the seven marketing mix variables have been presented in details. The 
performance of these banks on marketing mix variables thus found out, have been 
brought forward for analysing. 
To have a concert idea about the case studies of both Ethiopian and Indian commercial 
banks one chapter (chapter five) have been developed wherein the consolidated results of 
each of the marketing mix variables emerged clearly. In this chapter all the four banks 
from Ethiopia and India have been analysed separately. Besides, the inter country 
comparisons of the sample banks have been done in the same chapter and the possibly 
existing four combinations of these banks are compared. With this comparison the 
similarities and differences exist between the banks are identified. 
The last chapter, chapter six, provides the finding and conclusion related to commercial 
banks in separate two sections. Based on these conclusions the recommendation of the 
researcher follows. In the same chapter the future direction of this research is also 
accommodated. 
SCOPE OF THE STUDY 
To make the study more specific, extensive and feasible investigation and analysis were 
limited within a defined boundary. Therefore, the facts that limit the scope of the present 
study are as follows. 
1. Of the different players in the banking industry, the study is confined only to 
the commercial banks in private sector and public sector. 
2. The subsidiaries and any other diversified activities linked with the banks 
have been excluded from the scope of the study. 
3. The present study limits the number of commercial banks to two from 
Ethiopia and two from India. Case study method is adopted to know the 
characteristics of marketing mix of the population, which are the total public 
and private sector commercial banks operating in Ethiopia and India. 
4. With the assumption that the seven marketing mix elements cover the major 
areas of the banks marketing effort. No other variables for marketing of 
banking services other than these seven P's of services marketing are 
considered in detail. 
CONCLUSIONS 
The analysis of the information about Ethiopian sample banks discloses that Ethiopian 
banks provide limited banking services to the public, their pricing strategy is not flexible, 
the delivery channels for their services are limited, methods utilized and expenditure of 
promotion is limited, and the process of serving the customer is time taking. Besides, the 
private sector banks are restricted to the major cities of the country only. 
In case of Indian banks also the public sector banks are providing less employee benefit 
and their employees are less cooperative, the time required to get services is high, and their 
internal organization and order in branches is not attractive. Related to private sector banks 
they are limited in urban and metro cities only, and they charge additional cost from 
customers while they save cash in their current account. In general it is concluded that; 
> The private sector banks are performing well in marketing mix elements of banking, 
as compared to public sector banks in both countries. They are found efficient and 
the customer service in these banks is better. 
> The country wise comparison of banks shows that Indian banks are more developed 
and provide different schemes through multi-delivery charmels to their customers. 
Therefore, the level of development of Ethiopian banks is incomparable to that of 
Indian banks. 
Limitations of the study: 
The major limitations of the study are include: 
1. In modem parlance marketing can be related to different functional units as 
customer satisfaction can be affected by any activity of these units in the 
organization. So, the limitation of the study is that it does not consider the remaining 
other functional unites, as it requires long time and budget. 
2. Due to time and money constraints only four commercial banks were selected for 
. writing the case studies. This selection was based on the size of the commercial 
banks, which helps to cover a broad spectrum of the banking business in Ethiopia 
and India. 
3. The data collection was mainly done at Addis Ababa, Ethiopia and New Delhi, 
India. Especially, the first one is too far and frequent visit were not possible due to 
the limited scholarship budget. 
The limitations, as described above, have been faced due to constraints that are a part of 
any research study. However, in the opinion of the researcher, these do not affect the 
quality of analysis and presentation of the research work and this work has proved to be 
mentally satisfactory to the researcher. 
DIRECTION FOR FUTURE RESEARCH: 
Some guidelines are provided for conducting researches in future period in marketing 
related areas. These areas include: 
1. The marketing strategies of the banks in both countries. 
2. The impact of different marketing mix elements on the total business of banks. 
3. The satisfaction/dissatisfaction level of customers by the service of banks in both 
countries. 
4. The efficiency of employees in serving the customers and the satisfaction level of 
these employees with their job. 
5. The preference of customers in using alternative delivery channels and the cost and 
benefit of these channels to the bank. 
6. The demographic characteristics of the customers and their media preference. 
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PREFACE 
Financial services are integral components of the economic development of any country. In 
this scheme, banking industry is the backbone of every economy. It provides the required 
support to the financial and economic structure of a country. The intermediary function of 
banks forms a significant plan of infrastructure for breaking the vicious circle of poverty, 
especially in underdeveloped economies. In presently existing competition from non-banking 
financial institution and capital markets, banks have to introduce and develop marketing 
concept of doing business in their offer to be favored by users. 
This study is intended to assess the marketing practice of commercial banks in Ethiopia and 
India in using the seven marketing mix elements of services. The evaluation of these 
marketing mix elements as practiced by the banks is the main theme of the present study. 
The relevant information and data thus collected, have been systematically presented and 
analysed in this thesis. The presentation, analysis and interpretation of information have been 
incorporated in the thesis under seven different chapters along with related appendices. 
Chapter I of the theses provides the general theoretical background on marketing 
management, services marketing in general and bank marketing in particular. 
Chapter II presents an overview of service marketing in developing countries. This chapter 
discussed points on marketing concept of doing business and services marketing both in 
developing countries. It also traces out the historical background of Ethiopian and Indian 
banks. 
IV 
Chapter III contains two parts. The first part deals with the literature review. In the second 
part, discussions have been made about the need for study, problem statement, objectives of 
the study, sample design, data collection procedures, and limitation of the study. 
Chapter IV consists of details about the case study of sample Ethiopian banks. The 
information collected from different sources about profile and marketing mix elements of 
these banks has been compiled in this chapter. 
Chapter V provides the case studies of two Indian commercial banks surveyed. The parts, 
sections, sub-sections and orders followed in chapter IV have also been maintained in 
developing this chapter. 
Chapter VI analyses and interprets the information presented in the preceding two chapters. 
In the first part of this chapter, the marketing mix elements of all sample banks are analysed 
independently. The next part idenfifies the similarity and difference exists between pairs of 
banks from both countries. 
Based on the analysis and interpretation made in chapter VI, the findings, recommendations 
and ftiture directions for further study have been incorporated in chapter VII. The findings 
related to Ethiopian commercial Banks and Indian commercial banks are reported separately 
in two sub sections. Suggestions and recommendations are also presented in the second 
section separately for banks from both countries followed by a third, and the last, section 
indicating directions for further research. References made in the subject matter are 
documented at the end of respective chapters using the American Psychological Association 
(APA) format of reference writing. The appendices have been attached at the latter part of the 
report followed by a list of books, journals, periodicals, magazines, reports etc. that have 
been appended in the form of Bibliography. 
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Chapter 1 
INTRODUCTION 
This introductory chapter provides the theoretical background for the study of Service 
Marketing: A Study of Select Commercial Banks in India and Ethiopia. This chapter 
comprises of the concepts of marketing management, services marketing in general and 
bank marketing in particular. The different parts included in this chapter will help the 
reader to understand both the general concepts and specifics of the subject. 
1.1 DEVELOPMENT OF MARKETING 
This part of the thesis defines marketing management, and deals about the stages through 
which it passes, the marketing mix elements, and the presently existing reality in this field. 
1.1.1 Evolution 
Marketing is the social process by which individuals and groups obtain what they need 
and want through creating, offering, and freely exchanging products and services of value 
with others (Kotler, 2000). 
Marketing function is as old as the civilization of human beings. In early days whether due 
to lack of time, skill or resource people were unable to produce most products they 
required. Since no one was ha\ing everything required, the barter of what one had with 
another product he wanted was a common phenomenon. Marketing from the point of view 
of business organizations, however began to flourish following the industrial revolution. It 
was around 1850 that the previously home made operations moved in to factories and 
people come in large numbers to the cities for work. Small business firms grew to supply 
the daily needs of factory workers (Lipson & Darling, 1974). During that time consumer 
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goods manufacturing companies were flourisliing widely, and selling of their product to 
the market became a sophisticated task. So, they were looking for some one who could 
handle this task properly. Hence, contemporary marketing come into being. 
From this early time of inception, marketing function is growing and improving 
throughout. It passes through five different distinctive phases of marketing philosophy, 
which are production concept, product concept, selling concept, marketing concept and 
social marketing concept. 
In marketing concept of doing business, managers became conscious of the long-term 
impact of customer on their business. In this concept, customer becomes the centre and 
guiding principle of all business activities and marketing becomes the integrating centre of 
all functions. It is because of this fact that Charles Parlin, an early leader in marketing, 
coined the phrase "the customer is the king" (Lipson & Darling, 1974). Parlin's phrase has 
never been truer than it is today. 
1.1.2 Marketing Mix Elements and Latest Development 
Jerome McCarthy, an American professor in marketing, popularised the marketing mix in 
terms of four P's (product, price, promotion and place). These four P's of marketing were 
derived from the list of twelve elements developed by Borden as marketing mix elements. 
These elements include production, pricing, branding, channel of distribution, personal 
selling, advertising, promotions, packaging, display, servicing, physical handling, fact 
finding and analysis (Payne, 2002). 
Through time this four P's of marketing were accepted and cover almost all aspects of 
marketing. It consists of different elements of marketing that should be considered by the 
marketing manager to implement the marketing strategy successfully. In his effort to mix 
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the four P's and develop marketing program, the marketer must consider the benefits to 
the customer. From the buyers point of view these four P's of marketer will correspond to 
the four C's of customers that are customer solution, customer cost, communication and 
convenience (Kotler, 2000). 
Latest Development: 
The market place is changing radically as a result of major societal forces such as 
technological advancement, globalisation and deregulation. These major forces have 
created new behaviours and challenges. Manufacturers are facing severe competition from 
different channels serving the market. Consumers are also having access to variety of 
offers towards their need. Higher costs of driving, traffic congestion, parking headaches, 
lack of time, shortage of retail sales help and queues at check out counters all encourage at 
home shopping (Kotler, 2000). Therefore, marketers are using direct marketing to reach 
the customers. Especially electronic business is revolutionizing commerce. Because 
consumers are more demanding and competition is severe marketers are coming with new 
methods and tools to serve them. They are progressing in their activities of e-commerce, 
relationship marketing, customer database, customer lifetime value and integrated 
marketing communication. 
1.2. SERVICES MARKETING 
The three major sectors that comprise the economic structure of any country are 
agriculture, manufacturing and services. The primary sector agriculture and the secondary 
sector manufacturing have been contributing to the economy of the countries for long. 
Recently the service sector, the tertiary sector, has become the main that contributes the 
major part of GDP and employment of most countries. Therefore, this sector of the 
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economy is the one that has attracted the attention of academicians, marketing 
practitioners including policy makers of countries world over. 
Service is a wider concept. It is no longer an industrial by-product, but has become a 
powerful economic tool in its own right. Services are no longer a minor or superficial part 
of economies, but go to the heart of value creation with in the economy. The service 
sector is nothing new, as evidenced by biblical references to innkeepers and moneylenders 
among others. 
1.2.1 Growth and Contribution of Services 
Early economists paid little attention to services, considering them to be totally 
unproductive and adding nothing of value to an economy. This remained the dominant 
attitude towards services until the later part of the 19' century. Later, it was recognized 
that services are as capable of giving utility to the recipient as a person providing a 
tangible product. The economists identified that tangible products may not exist without a 
series of services performed in producing and distributing them. 
The service industry is not really an industry, but a revolution encompassing all industries. 
The economic importance of services hardly needs an introduction. The largest multiplier 
effect of services in terms of employment creation, lowest ratio of capital investment, and 
smokeless industry with no environmental threats are few arguments highlighting its 
importance. 
Today, services are widely used by people in particularly all aspects of life. The service 
sector of the economy has occupied the major part of socio-economic structure of 
industrialized nations. The trend of growing dominance and increasing in its contributions 
is so strong that some people termed it as "The second industrial revolution." In this 
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connection Theodore Levitt suggested. "There are no such things as service industries. 
There are only service industries whose components are greater or less than those of other 
industries. Every one is in ser\ice."'(Shanker, 1999) 
Contribution of Services: 
Developed countries have done well in the development of the service sector and the 
major part of the contribution for their economic development is from this sector. In these 
countries, service business contribute maximum to employment, wealth generation and 
GDP. Accordingly, in USA, a leader in transformation to service economy, services 
accounts for more than seventy nine percent of the GDP and around seventy six percent of 
the total employment. In recent times, in this country, about eighty five percent of the jobs 
created come from service sector and from every dollar a consumer spends nearly half 
goes to services (Rust, Zahorik & Keiningham, 1999). 
This trend of contributing to the national GDP and employment is not a unique 
phenomenon for USA alone. Almost, all developed countries have made significant 
contribution to the development of service sector and significant portion of their GDP and 
employment is from this sector. 
Manufacturing companies also realized that in the environment of growing resemblance 
between manufacturing products, strategies of differentiation is more likely to come from 
services that will add value to their physical product. In a recent study, the European 
Union Countries, USA, and Japan managers saw service as a differentiator, as being the 
most important reason for emphasizing service issues in future (Irons, 1993). For most 
developed countries, this sector contributes a lot for their competitiveness in international 
trade also. In this respect, globalisation as a strategy is the order of the day. Globalisation 
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has helped in the process of disseminating new services on a worldwide basis. Recently, 
World Trade Organization also adopted General Agreement on Trade in Services that seek 
to establish a multilateral framework of rules and principles for trade in services and to 
promote expansion under condition of transparency and progressive liberalism. With all 
its development and increasing importance, service sector is a sunrise sector of the 
economy and thus the future belongs to services. We are in marketing of services and 
these services forms a major portion of our life. 
1.2.2. Reasons for Growth of Service Sector 
There is a growing demand for an increasingly broader variety of services resulting from 
demographic shifts, changes in the consumer preferences, technological advancements 
and increasing in competitive pressures. 
Households seek increasingly sophisticated and higher quality services as well as new 
services as they realize greater affluence, more leisure time and the demands of dual-
career and single parent families. These factors also give rise to improved, technologically 
more sophisticated host of services that are emerging to meet changing household 
demands. For business and institutions, the demand for services evolved and increased in 
response to technological advances. Consequently, many of the non-core functions that 
were previously performed in-house by firms are now being outsourced and, therefore, in 
numerous cases, being considered as new additions to the service industry. 
Changing environmental forces come out with different types of services in the economy. 
These forces independently or in combination create new type of services. With ever 
increasing economic importance of services the sector attracts a large number of 
entrepreneurs and hence has become more and more competitive. 
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1.2.3. Services Marketing 
The application of marketing concept in service industries is a recent phenomenon. It has 
come relatively late to the services sector. A study of 400 service and manufacturing firms 
in the mid 1970s concluded that service firms appear to be less likely to have marketing 
mix activities carried out in their marketing department (Payne, 2002). 
In the beginning, managers moved from packaged goods industry found their proficiency 
and experience in physical goods manufacturing industries were not directly applicable to 
services and realized that they needed new approaches and conceptual skills to succeed in 
their marketing effort of services. So, together with academicians and practitioners they 
tried to develop new concepts and strategies that can be applicable to services industry. 
Dealing with services is the effort on the marketer side to offer something that cannot be 
visualized by the customers. As a result marketing of services is not an easy task. It 
requires special understanding and unique marketing effort by marketers. Marketing of 
services mean marketing something intangible. It is marketing a promise. In product 
where we sell a promise, it is very difficult to assess where and when our promise fails 
(Jha, 1994). 
Generally, the increase in competition within service organizations and the significant 
growth of this sector are forcing the application of marketing concept to service sector of 
the economy. So, the service organizations have to assume marketing as their 
organizational philosophy. This philosophy actually requires customer satisfaction as a 
pre-requisite to their survival and profitability. Therefore, service organizations if they 
want to be successful, must have a more professional approach in managing and 
marketing their business. 
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1.2.4 Marketing Mix Elements in Services 
When we come to services, they do have pecuhar features of their own. The marketing 
managers in service industries, therefore, have found that the traditional mariceting mix 
elements are not adequate to convey some major aspects included in services. Therefore, it 
seems logical for them to reconsider the 4P's of marketing in terms of service industries. 
As a result, the modified marketing mix to be applied to services was proposed to include 
three more elements by taking into account the special features of services. These added 
three elements to marketing of services are people, process and physical evidence 
(Venugopal & Raghu, 2001). Different scholars proposed these additional elements. In 
1987, Jude came up with additional "P", people to the marketing mix of services. His 
argument was that, it is the employee of an organization that represents the organization to 
the customer. Therefore, he recommended that people's power must be formalized and 
institutionalised and managed like the other four P"s. Research result also shows that, 
whilst only ten percent of the staff of the average manufacturing company directly 
influences the customer, the comparable figure in service company is ninety percent and 
not uncommonly hundred percent (Irons, 1993). 
Later on, Mcgrath acknowledged the importance of people in the service organizations 
marketing task and added two more P's to the marketing mix for services. These additions 
were physical facilities and process. 
A physical object is self defining; a service is not. And the marketing task in service is 
defining for the service what the service cannot define for itself. After buying services a 
customer cannot see the service. Therefore, he will search tangible clues to evaluate the 
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quality of services. When customers are obliged to visit service factory, their perception of 
physical elements forms an important part of their overall experience (Lovelock, 1996). 
The production process is the most important element in service industries as in most 
cases customers are involved in it. The appropriate management of the process will help to 
assure the availability and constant quality of the service offer. If we are not efficient in 
process management, balancing the demand with supply side of the offer is mostly 
difficult. 
By accommodating these three P's, therefore, the marketing mix for services include 
seven elements commonly termed as seven P's, which are product, price, promotion, place 
or distribution, people, physical evidences and process. 
1.3. BANK MARKETING 
1.3.1. Beginning of Banking 
Financial services are integral components of economic development. They assume 
greater importance especially in promoting trade, commerce and industry. The availability 
of efficient, cost effective and customer friendly financial ser\'ices accelerate the pace of 
development of these sectors. 
Banking in its simple form is as old as authentic histor}'. "As early as 2000B.C. 
Babylonians had developed a system of banks. Assyria, in the seventh and ninth centur}' 
before Christ, possessed a system of commercial instrument, including promissory note. 
bill of exchange and transfer cheques, not unlike the modem bank cheque (Conant, 1909). 
During those days, people considered temples as safe depositors for their gold, ornament 
and other valuables. In this connection Desai's (1996) expression worth quoting "The 
Gods were the first bankers and the priests and priestesses acted as their tellers. Temples 
Introduction 10 
received deposits and made loans on personal property." At that time, gold smiths too 
were performing the task of banking. They received valuables and issued receipts. When 
the depositor wrote to the gold smith asking him to pay on demand a certain amount to 
another person, he was in modem parlance issuing a cheque. 
From those foundations emerged the Greek banking institutions. When the Romans 
conquered Greeks, the temple priests no longer acted as financial agents. The Romans 
introduced rules and regulations for the conduct of private banking. Some of the banks 
established then carried their own business and others were appointed by government to 
receive taxes. They used to transact their business on similar lines as those of modem 
banks (Khubchandani, 2000). Besides saving and borrowing functions, the early banking 
function included activities like substitution of bills of exchange for money, and the 
exchange of foreign monies for domestic ones and returning the foreign money to the 
country of their origin. Established in this form, banking business becomes one among the 
major players in the economic system of any country. The history of economic growth of 
different countries also shows that banking institutions had played significant role in the 
national development. 
1.3.2 Development of Banking 
There was a time when the strength of a bank was roughly judged by the readily viable 
indicator like the size of its branch premises, the number of staff present in the branch and 
sometimes the number of customers waiting in the lengthy queues also. A crowded branch 
was recognized as a busy branch, hopefully earning huge profit for the bank. The ratio of 
customers to staff varied widely among the branches, depending on a number of factors. 
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Instances are not lacking, where the latter was found to be out-numbering the former 
(Thingalaya, 2002). 
Banking has undergone a revolutionary change over the years. From high street branch 
banking, and simple deposit taking and extending credit, it has transformed today to 
Internet banking, global fund management, on-line securities trading and core banking 
solutions. The significance of banking industry in the economy has increased and it now 
occupies the status of a core-sector industr}. and future progress of a nation's economy 
hinges on the smooth functioning of its banking industry. 
The international banking assets have also increased manifold. There has been a 
corresponding groMh in deposits, busine.-^ s volumes, customer base, geographical 
coverage and sophisticated products. 
According to Kumar (1999) the growth of international banking asset (in billion dollars) 
was: 
Year 1963 1970 1980 1985 1990 1996 
Amount $12 $72 $1190 S2511 $6253 $8299 
At present there is death of distance, people from all over the world have become closer 
together through genuine revolution in telecommunications, in patterns of taught and 
practice, the modes of transportation etc. The quantum leap in technology has changed the 
rules of the game. Plus there is a competition looming ahead from non-banking financial 
sectors. It can be said unequivocally, that the traditional business has literally collapsed, 
triggering the end of traditional banking paradigm. 
Transaction-oriented, reactive banking is becoming obsolete, being replaced by selling 
and service oriented approach that welcomes customer input. The bank employee never 
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turns his back on the customer. Instead, a variety of scenarios have to be reviewed 
immediately on a PC screen and printed for customer reference (Muneer, 1998). 
1.3.3. Banking in the Economy 
Banking is the kingpin of the chariot of economic progress. As such its role in expanding 
economy of the country, neither be underestimated nor overlooked (Bhaba, 1956). 
Banking sector mirrors the larger economy-its linkage to all sectors makes it proxy for 
what is happening in the economy as a whole. A service industry like banking should act 
as a catalytic agent for generating jobs throughout the economy with prompt and efficient 
service. Their importance in directing the activities in an economic system is indeed 
overwhelming. Banking occupies a crucial place in undertaking developmental efforts and 
acts as a vehicle for socio- economic transformation as well as a catalyst to economic 
growth. 
In today's changing environment, commercial banks have greater calls on their ability to 
respond to a wide range of expectations from customers, depositors as well as borrowers 
for different types of products and services. Bankers are expected to choose and deliver a 
configuration of products and services at a level of efficiency confirming to the standards 
set in the competitive market place. 
Informed customers are in buyers market now. They are demanding greater convenience 
over banking transaction as they have a menu of access options to choose from. Customer 
loyalty is a thing of the past. A shift in expectation has to be matched by supporting shift 
in organizational efficiency. Efficiency related organizational issues lie at the intersection 
of technology with organizational ftinctioning and expectation from customers. 
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Faced with mutually independent forces of competition, regulation, technology and 
expectation of the customers, banks are set for a range of roles-adjust, adopt and change. 
That is the message that technology has sent to modern day banking. Regardless of these 
changes, banks are finding that the most viable way of increasing their productivity is to 
successfully manage customer relationships and enhance the overall customer experience 
(Mittal & Sonwalker, 2002). 
1.3.4. Bank Marketing 
Banking is a unique industry even among the service-oriented industries. Many bankers 
do not feel that there is any room for marketing activity in the banking sector. The cultural 
or traditional rigidity also inhibits the use of marketing in banking. Earlier, the attitude 
about marketing of banking services was that, it was not professional to sell one's services 
and was unnecessary in the sense that traditional relationships and quality of products 
were sufficient to do the job. A large-scale study conducted in the 1970s by Laster B. 
Kinght and Associates summarized that marketing is broadly recognized as an important 
activity in bank and most bankers consider marketing as essentially an advertising and 
public relation job (Kaptan, 1994). 
In fact, in today's world, marketing has become an inseparable portion of successful 
banking. Hence, marketing management in banks is a need to develop entirely new way of 
thinking within the framework of forces and adapt to the environmental factors and work 
according to the conditions and situations. 
Markets are now open to foreign competitors. This has further led to the integration of 
international markets. Moreover, due to the increase in awareness and literacy ratio, the 
customer of today has become more learned. Competition has made customers more 
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demanding and tech-savvy as various financial options available to them. Therefore, to 
combat with the volatility and risks associated with these financial markets a specialized 
marketing function had to be developed in the banking sector. They are now required to 
come out with innovation and value-added products and services, which are also expected 
to be attractive and customer-friendly. In order to survive in the competitive present day 
world, the banks will have to formulate marketing strategies in a way to woo the 
customers towards them. Level of customer satisfaction is becoming one of the major 
targets in the hands of banks to increase their market share (Malhotra & Arora, 1999). 
Globalisation, privatisation, deregulation, and liberalization have virtually led to the 
creation of a global village wherein banking companies, for their survival, need to focus 
on cost, speed and quality of service to face intense competition and enormous challenges. 
The changing focus from transaction banking to relationship banking resulted in a sea 
change in banking operation at international levels. The new approach to bank marketing 
is based on the assumption that customer do not merely buy banking products or services. 
But buy solutions to their problems. Thus, relationship banking is the new paradigm for 
survival and success, embracing a share of customer approach to grow by identifying, 
protecting and expanding customer relationship. The sooner the banks realize this, the 
more effective will be their management in the fast changing global scenario (Vishnav, 
2000). 
1.3.5.1. Marketing Mix in Banks 
A good marketing of banking services is proper combination of seven ingredients in the 
background of business environment and organisational objective. These ingredients are 
product, price, place, promotion, people, physical evidence and process. It is very 
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encouraging and worthy to draw attention on the marketing mix for banking services in 
order to meet the adoptive response of the day. These different elements in the marketing 
mix of banking services will be looked in to next. 
Product: 
The competition has made a push for banks to modify their existing products to maintain 
the satisfaction level of their customers. In the course of developing a product, the banks 
have to modify their existing products by adding a few new specialties. New product 
development in banking business is possible either in response to changing economic 
environment or as a result of innovative efforts of the bank. 
In banking business the product sold by the bank include different types of deposit, loan 
and advance, international banking, safe deposit, consultancy services, credit cards, 
travellers cheques, investors club, home loan account scheme, industrial finance, 
automated tailor system, oversees branches, stock invest, loans against equity, consumer 
loan, educational loan, quick cheque collection scheme, internet banking, bill payment, 
home delivery and other miscellaneous services (Tripathi, 1995). From the above facts, it 
can be gouged that banking services are the product of the bank. 
Formulating of a package to suit the needs of actual and potential users, modification in 
the existing products by adding some new features and elimination of products proved to 
be a barrier in the image building, are important in banking business. In most cases, it has 
been observed that, rarely do banks come up with spectacularly different products. 
Usually the innovation comprises of additional or improved services to the already 
existing services. This strategy of minor product modification has immense potential for 
increasing cross selling to the existing core product. The kind of product to offer is a 
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dynamic concept. It follows the change in need of potential users. Bank marketer has to 
consider the change in needs, and the offer of non-banking financial institutions while 
developing new products. At the same time it is a requirement to maintain their products 
to acceptable technical standards. 
Pricing: 
Pricing in banking relates to the interest rates paid by the bank on deposits, interest 
charged by the bank on loans and demand drafts, charges for various transactions and fees 
for certain services (Rao, 2003). 
The bank acts as a buyer while accepting deposit and acts as a seller while giving credit. 
So, banks incur both selling price and purchasing price. They are in a position to decide 
their revenue as well as their cost. They are naturally expected to frame two strategies-
interest and commission to be paid to their customers and interest paid by their customers. 
In deciding these strategies the banks must take proper care and attention since they have 
a vice-versa impact on each other. 
The factors that need to be considered by banks in setting their price include: competition 
from other financial service suppliers, the ambition of the bank to dominate the market, 
pricing of similar ser\'ices by competitors, cost required to develop services, the value of 
the service to the customer, the capital to be tied up by, reliability of the package offered, 
electronic technology, the appeal of the service and cost of projected allied services to be 
introduced next and the extent to which the costs of services are to be absorbed in other 
costs (ICFA, 1996). 
In order to achieve both societal and organizational goals banking institutions are 
expected to properly perform their duty of developing a system to find out how much it 
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costs to provide a service or product; and devising a mechanism to estimate the demand 
level and profitability for each possible price and package. Gone are the days, when the 
banker could complacently refuse to change. Today, in order to survive, banks must be 
clever enough to set an appropriate price. They have to cut costs to set relatively less price 
or they will be in trouble as the competition is tough. 
It is an established fact that profit is largely dependent on spread and non-interest income. 
Presently, due to stiff competition, the interest rate spread is sure to decline further. So, 
the answer lies in shifting the focus to fee based business. Banks should augment their 
non-interest income by widening their span of off-balance sheet products (Chandan & 
Rajput, 2002). 
Place Decision: 
The place decision in the marketing mix of banks refers to the establishment and 
functioning of a network of branches, other offices and mechanisms through which it can 
deliver its services. This decision is concerned about answering the question of how to 
make bank services available and accessible to bank customers. 
In banking business the major factor that detemiines the degree of availability of banking 
services is the reach of banks or the spread of branches and other delivery mechanisms. 
As density of banks within an area is increasing, place assumes a great significance. So, 
bank should carefully select the area for opening its delivery channel as the timing of 
banking operation, trend of deposit and credit etc. depends on the location of the branch 
(Asthana, 1998). 
Banks have been accessing the major part of their market by having extensive branch 
networks. Besides having branches, they are also utilizing other offices like one-man 
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office, extension counters, satellite offices, mobile offices and others while the}- are 
organizing their marketing network. These days due to development of technology, banks 
find the traditional delivery mechanisms of branch expansion inadequate, and hence, they 
have come up with other delivery channels like ATMs, home banking, tele-banking, 
mobile banking, and internet banking. The operating cost of newly extended electronic 
delivery mechanisms is significantly low. The cost dramatically falls to about one-tenth of 
the traditional channels. As quoted by Bisht, Mishra & Belwal (2002) Booz Allan and 
Hamilton, in one of the most comprehensive surveys of banking, compared the cost of 
different banking channels. Accordingly, the cost per transaction in different deli\ery 
channels is brick-and-mortar branches Si.07, telephone $0.54, ATM $0.27, PC banking 
$0,015, Internet banking $0.01. The effort of the banks to extend these mechanisms will 
help in lowering their operating costs which in turn contribute to acquire more profit to the 
bank and/or less price to the customers. 
All the delivery counters can be assumed as the face of banks. Mostly, people judge 
banking system by this face. So, it can influence the overall marketing decision of banks. 
Appropriate location and easily accessible delivery mechanism to users would bring 
momentum in the banking services. This proximity and convenience of operation is the 
major factor to be considered by customers in selecting the bank or the branch for their 
service. 
The other factors that need to be considered in selecting a location for the branch or ATM 
include availability of transportation, communication, electricity and other necessary 
facilities for proper and smooth functioning. In selecting the location they must also 
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consider site, central location, adequate space and security condition. The banks have to 
be careful that general or individual users of services coming to the bank return safely. 
Promotion: 
Due to its high degree of intangibility and difficulty in sample demonstration, designing a 
promotion strategy for service is a difficult task. Communication gap is one of the root 
causes of all banking ills in the past. In presently existing serious competition, the 
importance of promotion in the banking industry cannot be denied. Promotion plays an 
important role in banks right from the inception of the product. It is the major tool for 
informing, educating and communicating with the customer. The objectives of promotion 
program or the area of attention in banking promotion includes new product/service offer, 
customer service, interest rate and image of the bank. To promote their products and 
services, banks can utilize personal as well as impersonal promotion methods. Both 
methods can stimulate impulse buying, positively influence the potential users and make 
them loyal to the bank. 
To make our promotion sensitive to the target market, we have to monitor our promotions 
regularly. After identifying the effective measure of promotion we have to emphasize on 
how, when, and in what manner we utilize those measures. Financial service advertising 
has generally tried lo evoke warm feelings. We have to communicate more relevant and 
rational benefits (Braber, 2002). 
People: 
People constitute an important dimension in the management of services in their role both 
as performers of service and as customers. They are the most important assets in any 
organisation particularly in service organisation like banks. 
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Banking is mostly a person-to-person business. Majority of bank services are delivered 
through people. Behaviour of the people can build a favourable opinion and response 
about their service and can play a significant role in winning the customer. Therefore, the 
employees and their interactive process with the customer add quality to the services and 
works as a promotional tool. Regarding the importance of people in services marketing, 
Richard Daw puts it as, "There are four P's in services marketing people, people, people 
and people" (ICFA, 1996). 
The front office staff members of a branch play a pivotal role in shaping banker-customer 
relationship. By their everyday postures, gestures, actions, reactions, emotions, activities 
and impressions they contribute significantly in projecting a particular kind of image for 
the bank. They are supposed to look smart, active and attractive. This requires intensive 
training. In training their employees, banks should give emphasis not only to the 
knowledge of tasks they are doing but also employees should have the skill of interaction 
with others and tolerance in their interpersonal contact (Mittal & Sonwalkar, 2002). 
Bank management must take care of its employees through a well-formulated HRD 
programme-wherein autonomy of employees in performing their jobs is ensured and 
employees feel a sense of belongingness with the organisation. Banks have to build 
organisations that are process-driven yet innovative, stable yet flexible, and responsive to 
change. Ideally, banks should adopt the framework of Strategic Human Resource 
Management, which aims at aligning HR strategy with business strategy. 
Successful banking relationships are formed on a human level. They must not mean to be 
hidden behind glass, marble and luxury decor. Advanced financial automation systems 
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aim at removing the walls between banker and customer, thereby bringing back banking 
to the personalized, one-to-one relationship that is critical for retail success. 
Although banks are showing maximum effort to transfer their transaction from branch to 
other technology based delivery mechanisms still most of the matters are handled by 
personal contact with the customers. Customers are more converses with a person than a 
computer, while the machine does much better and much faster of the job. So, the 
synthesis of these two features would be more needed. For this, only those trained in 
marketing skills (by their art of persuasive communication) can make the customer accept 
the inevitable invasion of technology (Gani & Bhat. 2003). 
Physical Evidence: 
In service organizations, the image of the ser\'ice as perceived by the customer depends on 
the physical evidence. Banking products are intangible. Physical evidence is the major 
way of tangiblising the intangible services of banks. The environment of banks has been 
changing from austerity and formal setting to more friendly and attractive layout and 
decor (Rebdy & Ramana, 1994). 
The important factors that can influence the image of the bank in the mind of customers 
are its outward appearance and its interior decor. In order to come with good decision with 
respect to physical evidence, banks need to consider factors including: parking facility 
outside the bank, pleasant ambience, basic amenities in the premises and good 
infrastructure, interior and exterior decor, spacious lounge, contemporary architectural 
designs, friendly appearance, strategically placed sign boards, space for queuing in front 
of counters, waiting lobbies, conference room and special counter for corporate clients, 
improving the quality and design of tangibles provided to clients like pass book, check. 
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brochures, statements and others (Asthana,1998). FulfilHng most of these factors will help 
the bank to attract both the retail and corporate clients as they have an influence on their 
perception about the service of the bank. 
Process (procedures): 
In service organizations the systems by which we receive the delivery of the service 
constitute the process. It involves all activities right from the product conception stage to 
product designing and development down to its marketing at the branch level. It also 
includes the accounting procedure for putting through a transaction. 
Bank business is composed of various processes and procedures. But, often banks make 
these procedures very time consuming, complicated and not friendly to the customer. On 
the other hand, customer demands faster service and less cumbersome procedures. So, the 
bank that takes less time in delivering service to customers commands a competitive edge 
over others. The numerous challenges faced by banks have necessitated a revolution of 
strategies and processes in order to remain competitive in this dynamic environment. 
System and procedures, together with management policies and documentation aspects 
have a significant bearing on the delivery of banking products, and are therefore, integral 
parts of bank marketing function. According to findings of various studies, customer 
dissatisfaction and complaint in banks are, to a large extent, attributable to the routine 
procedural issues. To overcome this problem, banks must design improved procedures 
with the active participation of their staff The improvement in the process can be 
achieved through automation of transactions, accounting procedures, data handling, and 
process reengineering that contribute to reducing the delay in processing. 
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Banks have to use information technology in designing appropriate schemes, providing 
efficient service, enriching the job content of employees and improving the quality of 
decision-making. All these will contribute towards having improved procedure in the 
services of banks. The need for business process re-engineering would also stand out as a 
necessity in the context of changed work procedures consequent up on large-scale 
implementation of technology (Venugopal & Raghu). 
All these systems would provide better marketing management in banks and good service 
to clients, which facilitate cross selling and customisation of schemes and above all 
effective management of time. According to Majumdar (2003), to manage the operating 
system requires measuring turnaround times in terms of account set up, time to issue 
credit card, time to dissolve a complaint etc. Results of this analysis are then used to arrive 
at process improvement. 
1,3.6. Technology In Banking 
In the process of societal development if one has to identify the most remarkable 
achievement of human being, it would certainly be the invention of computer and its 
related information and communication technology. Technology is emerging as a key 
driver of business in the financial service industry. 
The technological development especially the interaction of telecommunication and 
computer transform the nature and character of banking services. Banks have moved from 
mechanization technology to large-scale computerization of branches and operations and 
are now engaged in networking and development of alternative channels and Internet 
banking (Kohli, 2003). 
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As banks customers' are very demanding and selective, only an extensive use of 
computerisation would enable banks to show up to their expectations. Embarking up on 
modem technology should enable banks to improve the quality of inputs for quality 
management decision, enhance employee productivity, and facilitate introduction of new 
products and services for better clientele service. Technological invasion for banks has 
become a reality and those who lag in this race will have no chance of survival. 
Due to the adoption of technology, alternative channels of delivery would become more 
active. This, in turn would result in a leaner branch network and better skilled workforce. 
Anytime, anywhere banking is becoming common and will have to be up scaled. Because 
e-banking is much cheaper, (since it lowers processing cost for providers, and search and 
switching costs for customers) providers can market banking services involving smaller 
transactions to lower income borrowers even in remote areas (Shenoy, 2003). No matter 
what businessmen set out to do, they have to harness technology to achieve resuhs. And 
the one consistent point is technology is not a magic solution to business problems. It is 
the servant of strategy not a substitute for one. According to Sinor (2003), today, it is the 
suite of products which urges banks to shop around for the right technological solutions to 
make that happen. Business is the driver for technology and is no longer the other way 
round. 
1.3.7. Customer Service in Banking 
Customer service is satisfying the need of customers at the right time in the right manner. 
One of the greatest problems faced by the marketers is loss in the customer base. Firms 
helplessly watch as their customer base erodes. According to Verma (2003), the studies on 
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customer retention reveal that on an average a firm losses 20% of its customers in a year. 
It happens primarily because of negative satisfaction. 
For years, banks have been guilty of five interpersonal sins that have caused tremendous 
irritation to customers: inability to cross-sell, long queues, poor service attitude, lack of 
information, and particularly in large metro banks a lack of humanity that prevent them 
from meeting customer need. Many large banks behave as if the money in the bank is 
theirs. This unfriendly feeling, magnified by monolithic marble partitions and thick glass 
windows is the antithesis of customer-oriented service. There is a curve, however. A 
growing number of US banks have harnessed advanced computer technology to create a 
positive, customer driven banking environment that destroys the image of 'the bank that 
does not care (Muneer, 1998). These banks will survive and prosper in the new century, 
while banks that continue down the traditional line will find their market shares eaten 
away. 
The consumer has far more numerous choices today. With the growth of public 
awareness, customer expectations have been constantly increasing and dissatisfaction over 
the service has assumed growing expression. When firms are faced with the ruthless 
customers and competitors, the need is to push customers to a higher plane of satisfaction. 
The banks have to continuously assess and reassess how customers perceive bank 
services, find out the new and emerging customer expectations and frame ways and means 
to meet these new expectations on an ongoing basis. Otherwise, the need for banking may 
bypass banks. Nobody really needs a bank; what they need is banking. Unless we can 
improve the customer preposition, banks can easily be bypassed (Sawyer. 2002). 
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Chapter 2 
SERVICES IN DEVELOPING COUNTRIES: AN OVERVIEW 
This chapter introduces the marketing concept of doing business in developing 
countries and the situation of services sector of the economy in these countries. The last 
two parts of this chapter deals about Banking in Ethiopia and Banking in India 
respectively. 
2.1. Level of Development of Marketing Concept: 
In developed economies the concept of marketing has reached to the level that the 
consumer or the market is in a position to dictate companies what to offer and how to 
offer it. But in most developing countries the situation is different. These countries 
market is predominantly sellers market. There exists relatively excess demand for 
scarce supply from the industry side. Marketing concept of doing business is just 
beginning to emerge in some of these nations and in most cases it is not totally 
practiced. Some of the reasons that directly or indirectly contribute to the weak practice 
of marketing concept in these countries include: 
> Low per capita income 
> Low level of competition 
r- Variation in preference 
> Lack of proper infrastructure for transportation and communication 
> Less consumer movement and social forces 
> Awareness level of managers about professional marketing and 
> Non-availability of firms to provide marketing information. (Metha, 1980) 
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Having all the above negatively contributing factors, however, the adoption of marketing 
concept by these countries has significant importance. As competition is intensifying, 
consumers will have a veto power in accepting or rejecting the offer of companies. 
Companies must be aware of the fact that today's seller market will become tomorrow's 
buyers market. So, they have to put all the efforts possible to be customer oriented. Firms 
in these countries must integrate all their internal functions towards serving the market 
according to the need and want of consumers. They must undertake whatever is possible 
to satisfy their customer, which is the means to secure their loyalty and as a result profit. 
2.2. Service Sector in Developing Countries 
The service sector of the economy plays a vital role in the development process of 
advanced as well as less developed countries. It is growing at a faster rate and almost all 
countries of the world look interested in utilizing this sector. In developing countries, 
service industries are found at different stage of development actually ranging from low to 
intermediate. It is important to note that only few developing countries are net exporters of 
services other than tourism. However, the contribution of this sector of the economy 
towards the GDP and employment is significantly increasing as compared to what it was 
before. 
Service sector contribution to Ethiopian and Indian economy is also not negligible. 
Compared to its insignificant contribution in the past, these days' different service 
industries are flourishing and the old ones are also improving and extending their 
performance. This significant increase in service industries is positively contributing to 
the general economic development. Accordingly, service sector accounted for 46.55 
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percent of Ethiopian GDP in 2004 (National Bank of Ethiopia, 2004) and 56 percent of 
GDP for Indian economy in 2003 (Reserve Bank of India, 2003). 
In these countries service industries in the sectors of banking, hotel and tourism, 
transportation and communication, insurance, education, are becoming more sophisticated 
and the business is growing. Even though, there size and business performance is 
increasing, the effort of these industries to deliver their services towards the best interest 
and satisfaction of their customers is not satisfactory. In this connection, it is right to 
mention that developing countries appear interested in utilizing this sector but so far as the 
alignment of marketing practices are concerned, they are at a very nascent stage (Jha, 
1994). 
Most of the developing countries, no doubt, have the potential to develop large variety of 
services properly. But their courage and reaction to utilize it effectively and make it more 
productive is insufficient. These countries, having all social evils like unemployment, 
draught, overpopulation, illiterate majority, technological backwardness, other natural 
calamities and socio-economic hazards, must give due attention to the service sector of the 
economy and increase its contribution to the economic development and social welfare. 
To succeed in raising the contribution of the service sector, it is considered as safe and 
best to carry forefront the task of handling innovative marketing practices in the sector. 
Therefore, service industries of developing countries should come up with service 
products that could best fit to the needs of their customers and that suit their purchasing 
power by avoiding the unwanted services. They must also put maximum effort to have 
good service persomiel through proper selection and training. Raising the share of service 
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sector and utilizing the innovative marketing practice will help to raise effectiveness, 
customer satisfaction and of all it will raise contribution of service sector to the GDP. 
2.3. BANKING IN ETHIOPIA 
The beginning of banking in Ethiopia, as in most other countries of the world, were non 
institutional. An early banking activity, in specific case of Ethiopia was, however, 
curtailed by traditional religious opposition to usury, which is the lending of money for 
profit. This practice was condemned in both the Bible and Quran, and also found 
expression in the Ftha Nagast or traditional Ethiopian code of law. Ethiopian traders, 
above all those in the export-import business, could not, however, be constrained by such 
prohibitions. The establishment of Gonder as Ethiopian capital in 1636, and the city's 
emergence as a major commercial centre trading with the rich lands south of Blue Nile, 
with Sudan and with port of Massawa, seems to have been followed by increasing 
borrowing and lending on the basis of rate of interest. This development was condemned 
in church circles; with the result that church council held under the auspices of Fasiledes's 
son, Emperor Yohannes I, in 1678 formally prohibited the usury (Pankhurst, 2003). This 
prohibition on usury could not, however, indefinitely restrain commercial and banking 
operations. 
Technological development in Europe and later in Egypt, the establishment of British and 
French colonies in Red Sea and Gulf of Aden area, and the opening of Suez Canal in 
1869, together created an international climate that was increasingly conducive to banking 
in the area. This trend was further accentuated, towards the end of the century, by 
establishment of the Italian colony of Eritrea, the coming to Ethiopia of Indian merchants 
based on Bombay, and the Emperor Menilik"s introduction of telephone, telegraph and 
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postal systems linking the new Ethiopian capital, Addis Ababa, with the outside world 
(Pankhurst, 2003). 
Early Banking: 
The history of banking in Ethiopia dates back to the turn of the 20"' century when the 
Bank of Abyssinia was established on 19'" March 1905 in Addis Ababa. This date marked 
the introduction of banking to the country. 
By the late 19"^  century Emperor Menilik was fully aware of the importance of banking. 
Accordingly, he requested the British envoy, John Harrington, in May 1903, to enlist 
British foreign offi.ce support. Abyssinia Bank was then established with the support of 
the British envoy through the National Bank of Egypt. The agreement was immediately 
signed and banking operation started on February 16'\ 1905. Ethiopian subscribers held 
only 6.2 percent of the bank's share and the remaining belonged to foreign subscribers. 
As the banking service was unknown to the citizens, foreigners and a few Ethiopians who 
knew about the advantage of banking mainly used this bank. The public preferred 
speculating in land to investing their money at fixed rate of interest. Thus, banking being 
new to the country was facing many problems centring mainly on the difficulty of 
familiarizing the public with the use of banking. 
Critics that become increasingly vocal in the late 1920s, argued that the bank was found to 
be a purely profit making insfitution rather than promoting the banking habit as it was 
expected. The government became convinced that an indigenous bank, able and willing to 
help the country's development process should replace the bank. With the willingness of 
the National Bank of Egypt to abandon its concessionary rights on return for sum of 
Pound Sterling the transfer of ownership took place smoothly. 
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The Bank of Ethiopia, which was purely an Ethiopian institution or the first indigenous 
banlc in Africa, was estabhshed by an official decree on August 29, 1931, with the 
required capital of £750,000. The new bank differed from its predecessor in being at least 
a truly national bank. This new bank retained the offices and personnel of the old bank. 
The Ethiopian Government owned 60 percent of the shares and all transactions were 
subject to the scrutiny by its Ministry of Finance (Giday, 1987). 
Banking During Italian Invasion: 
The Bank of Ethiopia operated until 1935, was liquidated in 1936 due to Italian invasion. 
During the period of Italian occupation, Italian banks and other financial institutions, 
which increased their branches both in the capital and across the regions, held the banking 
business. The operation of Italian banks came to an end except in Eritrea after the 
liberation in 1941. 
British banking institution, Barclay's Bank, carried out banking in Ethiopia immediately 
after the liberation of Addis Ababa on 6th April 1941 till 1943. In the aftermath of 
liberation, the Ethiopian government took up the tasks of reorganising the monitory and 
credit conditions of the country. It then established the State Bank of Ethiopia in 1943. 
Banking Between 1943 and 1974: 
The early period of banking in Ethiopia was having some innovative character in the 
business and could have done more if it was not for the frequent interruption for different 
socio-economic reasons. The development of banking activity that flashed in the early 
period of the century must have contributed to the development of the idea that brought 
into existence some specialized banks like the Development Bank of Ethiopia in 1951, the 
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Imperial Banks and Home Ownership Public Association in 1962, and Investment Bank of 
Ethiopia in 1963. 
An important phase in the history of Ethiopian banking was started with the introduction 
of Monetary and Banking Proclamation of 1963. With the coming into effect of this 
proclamation, the State Bank of Ethiopia was divided in to two separate bodies: the 
National Bank of Ethiopia and the Commercial Bank of Ethiopia. The former assumed the 
centra] banking function and Commercial Bank of Ethiopia on the other hand took up the 
commercial banking business of the old State Bank of Ethiopia established in 1943 (Giday 
& Mulualem, 2003). 
As the economy went on showing impressive growth and business showed robust 
development, the government felt it necessary to have adequate backing of financial 
institutions. Accordingly, a new financial institution, the Agricultural and Industrial 
Development Bank Share Company was formed in 1970 to take over the assets and 
liabilifies of the ex-Development Bank of Ethiopia and the ex-Investment Corporation, 
thereby effectively merging the two former financial intermediaries. The new institution 
was to be used as the government's principal instrument to mobilize and channel 
investment fUnds for accelerated development of the country's agriculture and industry. 
The Socialist Regime: 
The 1974 revolution in Ethiopia changed the face of banking in the country. All privately 
owned banks were nationalized and the government became the sole owner of the 
financial institutions. During the rule of the command economic system, the banking 
sector was changed into mono banking system and the National Bank of Ethiopia, the 
central bank, was in a position to make most banking decisions. Generally speaking, 
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during this era the bank was operating under the administratively set rates of interest and 
restrictive credit policy based on the rationing and sector wise priority importance. Each 
bank had a strict credit ceiling beyond which it had to get approval from the central bank 
for disbursement. 
Economic Reform: 
As part of internationally launched economic reform, different financial liberalization 
measures and restructuring of financial institutions have been undertaken in Ethiopia. All 
those measures have the aim of promoting a competitive environment and efficient 
banking services to the public. In accordance with the liberalization measure, the 
Commercial bank of Ethiopia was re-established in 1994. Its capital has been raised and is 
entrusted with engaging in all banking activities as customarily carried out by commercial 
banks. The Construction and Business Bank has been established by taking over the rights 
and responsibilities of Housing and Saving Bank and the Development Bank of Ethiopia 
has also been established by taking over the rights and responsibilities of the Agricultural 
and Industrial Development Bank. 
One major outcome of the reform process in Ethiopian banking sector was the 
establishment of private banks. With the coming into effect of the Licensing and 
Supervision Banking Business proclamation No. 88/1994 a number of private sector 
banks have emerged and joined the market. The private sector banks established under 
this proclamation include Abyssinia Bank Share Company, Awash International Bank 
Share Company, Dashen Bank Share Company, Nib International Bank Share Company, 
Wogagen Bank Share Company and United Bank Share Company. Each of these banks 
has the subscribed capital of Birr 70million. All these banks have a total of 339 branches 
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throughout the country with Commercial Bank of Ethiopia having the lion's share of 171 
branches at the end of 2003. In the Financial year 2004 third quarter, the banking system 
was having deposit liabilities of 31.4 billion and collected total loan of 1448.5 million 
Birr. The public sector bank, Commercial Bank of Ethiopia, accounts 74% of deposit and 
47.8% of total loan collection. The private sector banks share in these deposit and loan 
collection was 21.7% and 45.9% respectively. The total banks, total branches and 
population to branch ratio for the year 2003 have been shown in the following table. 
Table 2.1 Total banks and branches in Ethiopia. 
2000 2001 2002 2003 
Number of Branches 246 283 295 339 
^SsmBMiim. ^^mm^mmm »069a« tec* i 227119:1 203834:1 
*Out of total 7 banks, 6 are private banks. 
Source: NBE Quarterly bulletin vol.19, No 3.2004 
Currently the Ethiopian financial sector comprises of the central bank and the regulatory 
authority, National Bank of Ethiopia, Commercial and Specialized banks. Insurance 
Companies, Pension and Social Security Authority and Saving and Credit Cooperatives. 
2.4. BANKING IN INDIA 
Banking Introduction: 
The year 1806 marked the introduction of modern banking in India. In this year the Bank 
of Bengal, the first presidency bank, was established as Bank of Calcuta and received its 
charter as Bank of Bengal in 1809. Next in line were the establishment of Bank of 
Bombay and Bank of Madras in 1840 and 1843 respectively. At the time of their 
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establishment, these banks had the capital of £ 500,000, Rs.5 million and Rs. 3 million 
respectively out of which East Indian Company contributed £ 100,000 of Bank of Bengal 
and Rs. 300,000 in case of the remaining two. 
Later on, factors like lacked point of contact, banking crises of 1913-1917, and fear of the 
influences of big foreign banks in the financial system pushed to the establishment of 
central institution or one bank of its kind. The Presidency Banks and the government 
withdrew their opposition to the project and an Act of 1920 amalgamated the three 
Presidency Banks into Imperial Bank of India (Panaudikar, 1975). 
The Imperial Bank was carrying out its obligation by opening branches at places where 
there were no banking offices at all. This bank continued to function until July 1^ ', 1955, 
when it was converted to the State Bank of India. The shares of the previous bank. 
Imperial Bank, were transferred to Reserve Bank of India and the other shareholders were 
given compensation. Then after. State bank of India was mainly concentrating on 
introducing banking to the un-banked areas by opening its branches and ensuring a wider 
spread of bank credit for the rural section of the society behind its commercial banking 
activities. 
Issue of Bank Nationalization: 
The issue of bank nationalisation dates back to 1948, soon after independence. The 
nationalization of the Reserve Bank of India in 1949 was the first step in this direction. 
Another step was, the passing of the Banking Companies Act in 1949, which gave 
extensive controlling powers to the Reserve Bank of India and Government over the joint 
stock banks. In 1955 the Imperial Bank of India was nationalized. Again in July 1969, the 
goverrmient nationalised 14 major banks with the deposit of Rs. 500 million and above. 
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Following this nationalization, nationalized banks have registered some phenomenal 
success in living up to the objects of nationalization. Motivated with their success in the 
objective, the government as a further step nationalised six more banks with deposit of 
over Rs. 2 billion in April 1980 ( Bisht, Mishra & Belwal, 2002). 
From the time of nationalisation till early 1990s, the main thrust of banking operations 
was on social banking and profitability was not considered as an important yardstick of 
their performance. Accordingly, the emphasis was placed on enhancing the branch 
network in rural and semi urban areas and largely banking remained concentrated in 
public sector. 
Reform in Banking Sector: 
Before financial sector reform Indian banks had been operating in a highly regulated 
environment with regards to different parameters including, branch expansion and 
location, deposit and lending rates, deployment of credit, to mention few. 
Consequent up on the economic reform initiated in 1991, Indian banks have witnessed a 
see change, reflecting the onset of deregulation, financial market liberalization and dis-
intermediation. The measures aimed at deregulation have facilitated the much-needed 
operational flexibility. While traditional activities continue to occupy a dominant position, 
an important development is the set of initiatives taken by banks to diversify into new 
financial services (Swamy, 2001). 
With reform measures taken, ten new private sector banks entered the banking industry 
with their state-of-the-art technology, customer-focussed approach and competitive spirit. 
Proliferation of new value added financial products and services have gathered 
momentum under the pressure of increasing competition and advent of information 
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technology. Banks are developing new business models focusing on healthy volumes, 
revenue growth and cost reduction (Dutta, 2003). 
Banks have started focusing on product innovation, pricing, productivity, quality, fund 
management, technological sophistication, cost conservation etc. The total amount of 
funds that Indian banks spend on technology front is also increasing. 
Besides the reform and technological development, Indian banks are performing in an 
environment where there is new opportunity in the market. This opportunity is the 
demographic shift in terms of income level and cultural shifts in terms of life style 
aspirations in Indian customers. The Indian consumer now seeks to ftilfil his life style 
aspirations at a younger age with optimal combination of equity and debt to finance 
consumption and asset creation. Accordingly, banks are competing to fulfil the need of 
these consumers by concentrating on retail banking. According to Kamath (2003), instead 
of merely funding 'productive' purposes, Indian banks have taken up funding personal 
consumption in a big way to meet customer demand. 
To cope with the pressure of growing competition, commercial banks have adopted 
several initiatives including among others, greater product sophistication, increased 
consumer orientation, improved risk management, update management information 
systems, greater focus on e-fmance channels and diversification into newer business areas. 
Most banks are using ATMs besides their branches to deliver their products and services. 
The ATMs are now an issue of survival of the bank. The Indian market today has about 
10,000 ATMs. Internet banking, tele banking and mobile banking are also becoming a 
common media to undertake banking outside the branch. Some high tech private banks are 
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also utilizing centralized customer database that makes geography redundant and the 
customer can access his account from anywhere, anytime. 
With all the opportunities to improve the playing ground and enhanced forces of 
competition among banks, the banking industry has recorded a phenomenal growth 
compared to their performance in previous days. 
The total scheduled commercial banks operating in the country at the end of 2004 have 
been shown in the following table. 
Serial. 
No. 
1 
Table 2.2 Total Scheduled Commercial Banks Operating In India . 
Number Asset In Billion Percentage of the 
Rupees. total asset Bank 
Public Sector l^anks 
Sljlo Hjnk and .issoLiates 
\'Lilionah/Ld bank^ 
Private Sector Banks 
New Private Sector Banks 
Old Private Sector Banks 
27 
1'.; 
30 
10 
20 
i\ ^^ Zi ' Y^^fr^^^g^'^ iMMm 
14715 
S493 
9222 
3673 
2466 
1207 
^mismU 
Total 90 19750 
o The total branches and offices of these scheduled commercial banks are 54,275. 
o Source: Financial express, Feb 28, 2004. 
74.5 
27.S 
46.7 
18.6 
12.5 
6.1 
6.9 
100 
42 
REFERENCES 
1. Bisht, N.S., Mishra, R.C. & Belwal, R. (2002). Liberalisation and its effect on Indian 
banking. Finance India, XVI, 147-152. 
2. Dutta, V. (2003). Banking revisited: Key trends reshaping banking in India. 
Paradigm, 7, 103-107. 
3. Financial express, fe-ICRA sectoral analysis, p.3 Feb 28,2004. 
4. Giday, B. (1987). Currency & banking in Ethiopia. Addis Ababa: 70-71. 
5. Giday, B. & Mulualem, D. (2003). Translated from Amharic version. CBE's forum, 
4(2), 17-18. 
6. Kamath, K.V. (2003). Indian banking sector: Challenges and opportunities. Vikalpa, 
28 (July-September), 84. 
7. Mehta, Subhash C. (1980). Marketing Environment, Concepts and Cases. New Delhi: 
Tata McGraw-Hill Publishing Company Limited. P.35. 
8. National Bank of Ethiopia. (2004). Annual report. 
9. National Bank of Ethiopia, Quarterly bulletin vol.19, No.3, 2004 
10. Panandikar, S.G. (1975). Banking in India (12 ed.). Bombay: Orient Longman Ltd., 
7. 
11. Pankhurst, R. (2003). Banking in Ethiopia CBE's forum, 4(2), 4-5. 
12. Reserve Bank of India (2003). Report on currency and finance 2001-2002. 
13. Swamy, B.N.A. (2001). New competition, deregulation and emerging changes in 
Indian banking: An analysis of the comparative performance of different bank groups. 
Bank Quest, 72(3), 3-22. 
43 
CHAPTER 3 
LITERATURE REVIEW AND RESEARCH METHODOLOGY 
This chapter is composed of two different parts. The first part of the chapter deals 
about the hterature review of the research. This part is divided in to sections deahng 
about the review of Hteratures related to different topics. The second part of the 
chapter deals about the research methodology. This research methodology part 
describes the details about the different points like research gap, need for study, 
problem statement, objective of the study, sample design, data collection procedures 
and limitation of the study. 
3.1. LITERATURE REVIEW 
Literature review is very important part of any research. It identifies the gap that exists 
in the research. This identification guides the researcher on what will be the area needs 
to be researched. Accordingly, the literature review of this research has been done in 
this part of the thesis. 
Marketing Concept Evolution and Marketing mix 
Marketing is the process of satisfying needs and wants. It is a discipline aims at 
focusing on the nature of interaction and relationship between the firm and its 
environment. Sherlekar (1988) feel that marketing represents all business activities 
involved in the determination, creation and satisfaction of human wants at fair prices. 
The recent and extended definition of marketing includes social and managerial 
aspects. The social definition shows that the role marketing plays in society and the 
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managerial definition has often been described as "the art of selling products" (Kotler, 
2000). 
Marketing management was introduced to business following the industrial revolution. 
From the time of its introduction it passes through different philosophical phases and these 
all are found functional even today. With special reference to the United States Lipson 
(1974) divide the phases as mass distribution phase, aggressive selling phase, marketing 
orientation phase (old marketing phase) and marketing philosophy phase (new marketing 
phase). The phases in evolution of marketing are also divided (McCarthy & Perreault, 
1989) in to simple trade era, production era, the marketing department era, and the 
marketing company era. All these different phases in marketing evolution has been 
accommodated in the broader classification of marketing philosophy which is production 
concept, product concept, selling concept, marketing concept and social marketing 
concept (Kotler, 2000). 
In their effort to serve the purpose of their company and market, marketing managers mix 
the elements in a market offer in a way it will become suitable to the target market. 
According to Payne (2002) marketing mix is a meaningful way of organizing the variables 
controlled by the business firm that directly influences their action in the market. 
According to Metha (1980) marketing management is important as it affects almost every 
aspect of our life and we are paying for the cost of marketing activities. Marketing activity 
is important to the society, as it is the means for delivering standard of living and 
economic development. In today's world, customer satisfaction is the means for the 
companies to win their inter brand competition and to achieve their long term objective. 
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Marketers are making customers the centre for all their activities and everyone in the 
business is trying to produce satisfactory transaction for the customer. 
Developing countries, which are found less active on the marketing development has to 
increase their effort to better marketing practice if they have to improve their economic 
performance, offer better standard of living to their citizens and equate the often 
conflicting balance between demand and supply for products. An increasing number of 
such nations are tacitly recognizing the link between marketing and development (Kindra, 
1985) and show more effort to improve their marketing performance. 
Growth of Service and Reasons for Growth: 
The economic importance of services hardly needs an introduction. Factors like the largest 
multiplier effect of services in terms of employment creation, lowest ratio of capital 
investment to creation of new jobs and smokeless industry with no environmental threat 
are few arguments highlighting the importance of service. 
With ever increasing economic importance of services the sector attracts a large number 
of entrepreneurs and hence becoming more and more competitive. The survival therefore 
rests on the innovation in services offered, credibility of the service providers and many 
more such dimensions. 
While there is strong need for understanding the behaviour of customers with regard to 
evaluation of services, there exists a large research gap in the area, the outcome of which 
may be used by the service organization. 
On conference paper prepared by Department of Management Studies of Jamia Hamdred 
University (2003) the growth and importance of service is mentioned as "The service industry 
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is not really an industry, but rather a revolution affecting all industries. It has resulted from the 
re-engineering and segmentation of economic process in to individual service components and 
from strategic re-design of customer solutions. The service industry is the economic 
revitalization providing a broad spectrum of valuable, marketable productivity to all 
industries". From agriculture to industry to information, the service industry has permitted the 
flow of work and organizations, challenging management to redefine business models and 
core competences. 
Although there has been a big growth in interest in the service sector in recent years, the 
academic literature has not always recognized their value. Early economists paid little 
attention to services considering them to be totally unproductive, adding nothing of value to 
an economy. Today despite some lingering beliefs that the service sector is an insubstantial 
and relatively inferior sector of the economy, considerable attention is given to its direct 
and indirect economic consequences. In reality, services' marketing is about refining the 
basic philosophy of marketing to allow them to be operational more effectively in the service 
sector. In some cases, such as the analysis of service encounter a new area of marketing 
thought needs to be opened up. There is now a growing demand for an increasingly broader 
variety of services. 
This sector got emphasis more recently and it is the latest issue in the field of marketing. 
The significant growth of this sector is attributed to Second World War. After the war to 
re-establish the economy from the significant destruction happened during the war lot of 
project were undertaken (Shanker, 1999). The major reasons contribufing for significant 
growth of services are greater affluence, working women, greater Hfe expectancy, 
complexity of life, complexity of products and globalisation (Biradar, 2001). These 
factors are also classified in to demographic, social, economic, political and legal, and 
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technological variables. Lovelock (1996) and Jha (1994) gave the more detail and 
somewhat different description of these contributing factors. The factors sighted as a 
reason for the growth of service by these two authors include changing pattern of 
government regulation, relaxation of professional associations, privatisation of public 
corporations, technological innovation in computer and telecommunication, creation of 
service profit centres with manufacturers, service quality movement and globalisation, and 
upward trend in the disposable income, specialization, growing fashion, 
professionalization of education, increase in governmental activities, contracting 
communication and sophistication of the market. 
Zeithamal and Bitliner (2000), and Rust, Zahorik & Keiningham, (1999) fell the reasons 
for this development are response to the importance of service in countries economies, 
service as a business in manufacturing and IT, deregulated industries and professional 
service needs, and new technologies spawn need for service concept. Some authors also 
attribute the shift of manufacturing operation to developing countries as a reason for the 
increase in the importance of services in developed nations. Due to all these reasons, the 
importance of services is increasing in the economies of countries. 
Services Marketing Mix; 
As the importance of service in economy is increasing, marketers and practitioners have 
found that the marketing concept and marketing mix elements used in the manufacturing 
field are not appropriate to handle the problems in services. This is mainly because of the 
unique characteristics of services. These features, mentioned by all authors include 
intangibility, heterogeneity, simultaneous production and consumption, perishability, 
ownership, quality measurement and nature of demand. 
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Due to these different characteristics of services most authors feel that management of 
services require different marketing mix. The services marketing mix which are 
commonly cited in most literatures as 7P's include service product, price, place, 
promotion, people, physical evidence and process. Payne (2002) argued that the physical 
evidence has to be subsumed under the product element and he added one another element 
of customer service. Lovelock (1996) even expand these marketing mix elements of 
services to 8P's by including productivity and quality as one element to commonly agreed 
upon 7P's of services marketing. 
Service Importance: 
Biradar (2001) in his article "emerging trends in services marketing" explains that in 
recent past we have seen the transition from the agrarian nature of economy to agro-based 
industry to industrial growth, now we tend to think in terms of developing the service 
sector. Probably it is because this sector can create more jobs at low cost. This is mainly 
due to people focus, which time demands. Services sector has significant contribution 
especially for income generation and employment creations. In US service jobs account 
for 77% of the total employment and 70% of the GDP. In the next ten years, it is expected 
that services industry would provide 90% of new jobs in US. Similar kind of picture is 
also found in UK, Germany, Canada, and other majority of the western countries. 
Shanker (1999) said that in today's world the importance of services is so significant that 
some people termed it as second industrial revolution. Manufacturing companies are also 
identifying that the major area of their competitive advantage is the provision of proper 
service to their customers. In most cases they are diverting their attention to provide their 
in-house services for the market (Rust, Zahorik & Keiningham, 1999). Service firms on 
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the other hand, are improving their services and delivery mechanism. They are also 
working hard to expand their operation at international level. Due to the increase in 
competition especially in developed countries the>- are trying to offer their services for the 
world market. 
Almost all countries around the world are giving more emphasis to the development of 
service sector. In developing countries too the contribution of service to the GDP and 
employment is increasing. Though it is increasing, these countries haven't assigned due 
weight to the customer satisfaction and they have failed in making profitable utilisation of 
the sector. These countries with their hazardous socio-economic factors have to assign due 
weight to the development of service sector (Shanker, 1999). The emphasis on service will 
help these countries to expand job opportunities, decrease their dependency on imported 
technologies and help them to utilize their resource effectively. 
Related to the importance of services Verma (2003) said, "Services are where the future 
is. As it has been witnessed in the most developed countries of the world, services sector 
has come to occupy the top position in their economies. The importance of services can be 
gauged from the facts that, the world's top most business corporate are not from 
conventional manufacturing sectors." 
Service sector is important in both national and international trading system. It plays a 
vital role in the development process of advanced as well as less developed countries. This 
sector provides essential inputs from engineering design to data processing and drives the 
production processes. It also performs distribution and marketing functions for 
agricultural and industrial sector and procures capital market for financing enterprises. 
Services provide maintenance and recycling facilities for durable goods. Service also has 
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an important role in the reproduction process of developing countries. That is why. the 
economic policy decisions on the import, the development or the export of certain seivices 
are necessary for the further economic growth especially in view of the precarious 
financial situation in many developing countries. It is important to note that only few 
developing countries are net exporters of services other than tourism. 
Banking 
The demand for financial services is a derived demand of the developmental process. 
According to Chaturvedi (2001), financial services are prerequisite of development and 
for accelerating the pace of development they need to be competitive and efficient. He 
sited the growing international trade and investment as responsible factor for fast growth 
of financial services. According to him, the technological progress and unilateral 
deregulation of banking have also led to tremendous growth of banking. Related to the 
importance of banking in the developing countries he mentioned that these countries 
require high saving and investment therefore banking and insurance services play 
important role in mobilizing resources to enhance their development programmes. He then 
proposes the importance of foreign banks and foreign operation of financial services as the 
domestic financial services are unlikely to achieve efficiency and cost reductions in the 
absence of internafional competition and an opportunity to learn by imitation. 
Bisht, Mishra & Belwal (2002) wrote the importance and role to be played by banks in 
country's economy. They described that banks have played significant role in the national 
development by financing the requirement of trade, industry and agriculture with higher 
degree of contribution and responsibility. 
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On the article 'Financial sector reforms and the weaker sections of society' (Joshi, 2002) it 
is mentioned that banks are a good agents in creating jobs. According to him factories, 
various types of services and production units, will spring up, which will create millions 
of job opportunities. A service industry like banking, he said, should act as a catalytic 
agent for generating jobs throughout the economy with prompt and efficient service 
Reddy (1994) feels that banks help the development process by influencing saving and 
investment, and reduce regional imbalances by its credit policy. In increasing production 
and generating employment he sited credit as a primary and paramount input. Therefore, 
he referred bank as an important change agent facilitating the attainment of socio-
economic goals of the economy. On unpublished dissertation by Ali (2002) it is 
mentioned that banks are the backbone of every economy providing the required support 
to the financial and economic structure of any country. He explained banking services as 
primarily concerned with helping corporate bodies to raise fund for productive use at best 
possible rates available from the various markets. 
Leeladhar (2003) in article 'Governance of banking and financial services-Meeting the 
emerging challenges' described that banking is best suited to drive the forces of economic 
growth through garnering and redeployment of resources. The emerging potential of 
growth in the agricultural sector, infrastructure and service industries are areas where 
banking can widen its business opportunities along with benefits that serve larger social 
objectives. Surviving to meet these three objectives, he said, will lay the ground for the 
absorption and implementation of sound governance practices in the industry. His writing 
generalizes that regardless of who owns the bank; government responsibility for a sturdy 
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banking system will remain implied. The importance of banks in the economy as a reason 
of making banking virtually regulated industry. 
Bank Marketing: 
Vaishnav (2000) mentioned the relationship banking as a cutting edge in bank marketing. 
He wrote bank marketing is concerned with the exchange relationship between bank and 
its customers, where customer service and quality are the key linkages of this relationship. 
He said the changing focus from transaction banking to relationship banking resulted in a 
sea change in banking operations at both national and international levels. According to 
his writing the new approach to bank marketing is based on the thesis that customer do not 
merely buy banking products or services but buy solutions to their problems. 
According to Kaptan (1994) the early stage of marketing by the selling approach-one that 
emphasised seller benefits in preference to buyers benefits. He writes that it was not until 
1960's that one began to see the term bank marketing in literatures. As quoted in this same 
article the study conducted by Lester B.Knight and associates summarized that: 
> Marketing is broadly recognized as an important activity in bank and 
> Most bankers consider marketing as essentially an advertising and public relation job. 
This summary gives a sense that there was dichotomy regarding marketing concept in 
banking sector. According to this article, bank philosophy and managerial decision must 
grant precedence to demand in order to implement a formal marketing effort. What he 
generalizes about the bankers is that, many of them do not feel there is any room for 
marketing activity in banking sector. From his point of view, the banking activity is 
mainly related with credit an intangible product and hence it does not need any marketing 
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and promotion, as everyone needs credit. Therefore his generalization is many bankers 
successfully plan their services on the base of customer needs and wants, stress rightly on 
the technical aspects, but fail in promoting these services which is marketing aspect. 
In the writings of Tripathi (1995) banking sector is moving towards a market driven 
pattern wherein efficiency, profitability and customer orientation has become the 
watchwords. He said, suddenly banks has found themselves in a market where the buyer 
has more options than ever before and the seller (banker) has to constantly review his 
package of service to suite the customers' expectation. In this re-engineering process the 
aim is at reviewing the current business practices and elimination of non-value added 
services in pursuit of total customer satisfaction. 
Malhotra and Arora (1999) mentioned the intense competition in banks and to combat 
with the volatility and risk associated; they recommend the development of specialized 
marketing function. To survive in present day world competition, the banks will have to 
formulate marketing strategies in a way to woo the customers towards them. They pointed 
that customer satisfaction is becoming one of the major targets in the hands of banks to 
increase their market share. 
Asthana (1998) wrote that in early days there were few banks catering to the financial 
need of large number of customers. In this demand and supply situation banks were 
having monopoly in providing their services and therefore engaged in selling their 
services. Integrating component of marketing in their service, he said, was started in 
1990s when banks introduced themselves to customers through advertisement. To prepare 
proper marketing mix understanding the features of financial services is necessary. He 
mentioned the intangibility, high involvement of people and fluctuating demand in 
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financial services and suggests that standard marketing mix elements are incapable of 
covering all these features. Accordingly, he suggested the addition of two more aspects 
people and procedure. A good marketing of banking services he said is a proper 
combination of six ingredients in the background of business environment and 
organizational objective. 
The introduction of sophisticated technological services in banking system would bring a 
significant change in the concept of bank marketing. The factor which brought this 
change, according to Reddy and Ramana (1994) is the idea of consumer satisfaction 
which began in the early 80's flourished in latter part of 80s and become an integral part 
of banking service these days. From every aspect, he said, it is very encouraging and 
worthy to draw attention on the marketing mix of banking services in order to meet the 
adoptive response of the day. Thus, the development of product, the offering of services, 
the promotional measures the pricing strategies and method of delivering banking service 
needs a fresh look. They said banks have to have good marketing strategies. In order to 
follow these strategies and stand as good friend to common man bankers has to identify 
the challenge before them. The challenges before the banker are, they said, change in the 
economy, competition, technological change and social service. The modern banking is 
contending for the welfare of human beings that makes the marketing service essential in 
banking sector. They mentioned different factors for change in the environment and high 
competition in banking and proposes marketing management in banks as a means to 
develop entirely new way of thinking with in the framework of forces and adapt to the 
environmental factors and work according to the condition and situations. They sum up by 
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saying the banking industry can survive only by adopting efficient marketing strategy for 
adoptive response of the customers to win the growing competitive market in the future. 
Customer Expectation and Service; 
In today's competitive environment, customers are increasinglv aware of the alternatives 
on offer. Consequently, Krishnaveni and Prabha (2004) said, their expectation^jwill rise 
and they become more critical of the quality of service. Service quality, service delivery, 
and customer delight are probably the most tangible issues gripping the banking industry. 
He relates service quality in commercial banks with the art of identification of customer's 
needs and excelling in them. 
As quoted by Gani and Bhat (2003) retail banking constitutes nearly 80% of the total 
banking business. They said service must match with marketing effort otherwise a 
customer would remain a dissatisfied soul and all marketing effort will go down the drain. 
They mentioned the fact that customers are aware of and exposed to the standards of 
international banking, and their need and expectations changes from time to time. The 
basic thing to satisfy is, they said, innovating new services, refinement of the existing 
ones, and tailoring bank services to what the customer wants, rather than making to accept 
whatever the banks can conveniently provide. 
In the article 'US banks in search of growth avenues' (2004) it was mentioned that banks 
need to invest heavily in maintaining strong customer loyalty by regularly updating the 
products and services offered. It was proposed that, banks should maintain accuracy in 
opening and fulfilment of accounts, they must be prompt in correcting errors in 
accounting, and they need to diversify their business operation. 
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Gavini and Athma (1977) wrote the increase in the expectation of customers due to the 
rise in their awareness level. When the customer is aware of his right and the facilities 
available, he tends to compare the services rendered by other banks. According to them, 
this makes the banks competitive and creates a healthy atmosphere to better their 
performance. Therefore, commercial banks must market their schemes more effectively 
for rural customers with low awareness level and come up with move out of traditional 
banking in urban areas where the expectation of customers have been on rise. They 
explained customer service as satisfying the need of customers at the right time in the 
right manner. They discussed that the customer service includes giving expedious 
assistance, explaining various policies and systems, answering every query, giving due 
respect and not loosing one's balance and patience. While listing the expectation of 
customers from the bank they said, customers expect speed, courtesy and concern from 
the bank. The major components of customer service are the involvement and 
commitment of people rendering such service, quality and job knowledge of bank 
personnel, system and procedural aspects of banks and the demand and expectations from 
the bank. To develop a healthy image of banking industry, the bankers have to strive hard 
for better customer service. 
Grover (2000) explained the importance of customer service for banks. Many 
organizations in the financial service sector, he said, have adopted a service quality 
approach to distinguish themselves from their competitors. In the financial service sector 
the nature and number of competitors and the ability of the banks and other financial 
service companies to offer similar products at similar price has led to increasing emphasis 
being placed on personal service as a means of adding value to customers. He generalizes 
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the article by pointing the first step on a journey to excellence is to establish a philosophy 
which has customer service at its core. Agarwal (1999) also wrote that banks basically 
work on the goodwill of customers. According to him, the best way of servicing and 
prospering in the competitive environment is through providing prompt, relevant and 
efficient customer service at reasonable cost. The variables to measure customer 
satisfaction listed by him includes: waiting time, time taken to complete transaction, 
punctuality in appointments, physical facilities at bank, one window service, account 
opening facilities, the attending officers' courtesy and ability to provide correct 
information, effectiveness in terms of time, effectiveness of tele-banking facilities, 
effectiveness of ATM facility in terms of cost. 
According to Akhter (2001) ten factors for customer satisfaction are credibility, security, 
access, communication, tangibles, reliability, responsiveness, competence, courtesy, and 
understand the customer. 
Twenty variables for satisfaction and dissatisfaction of customers, according to Malhotra 
and Arora (1999) are service charges, time taken for opening an account, speed of 
withdrawals, speed of depositing money, decor of the bank, interest on saving/loans, 
computerisation in the bank, bank's innovativeness in introducing new services, bank's 
parking place, atmosphere in the bank, bank's publications regarding services and 
performance, banker customer meets, attitude of the staff towards the customer, location 
of the bank, knowledge of the bank employees regarding bank services, efficiency of the 
staff, availability of the staff at their respective counters, layout of the bank, sitting facility 
in the bank, bank's advertising regarding services. 
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Dutta (2003) elaborate that bankers are learning and developing new tricks of the trade, 
becoming smarter and consumer focused to perform the dual role of service and advice. 
He mentioned that banking activities are expanding in scope all the way through extensive 
product line, customisation and innovation, customers are becoming knowledgeable and 
demanding, owners looking forward for consistent good return, and regulators giving at 
most attention to better supervision. 
Technological Development and Banking: 
Technology has become a part of life and the banking sector is one area where the 
technological revolution has brought sweeping changes in the medium of delivering and 
offering of banking services. According to Kumar and Mittal (2004) rapid advancement in 
the area of information technology has drastically changed the landscape of the banking 
business around the world. In this age of information technology where trade and 
commerce tend to be on electronic mode, banking can not remain isolated. With the 
significant growth in electronic commerce, it is obvious that electronic banking and 
payments are likely to advance more or less in tandem with the growth in e-commerce. 
An international bank on average spends around 9% of its revenue on information 
technology annually. With this investment the technological innovation (Narayan, 2004) 
is taking banking closer to customers. Banks are capable of knowing their customers habit 
through their central data warehouse and cut costs by centralizing crucial functions. His 
main points are that, technology is helping banks to reduce transaction costs and increase 
service speed. The only difference between banks that use technology is the strategic 
objective: some use it to drive business growth; others see it as a cast of staying in 
business. 
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Kmath, Kohli, Shenoy. Kumar, Ranjana, Nayak, & Kuppuswainy (2003) on article Indian 
banking sector: challenges and opportunities wrote the increasing sophistication, 
flexibility and complexity of products and service offerings make the effective use of 
technology critical for managing the risks associated with the business. They mentioned 
that the advancements in computing and telecom have revolutionized the financial 
industry and banking on the net is fast catching on. Banks are developing alternative 
channels of delivery like ATM, telebanking, remote access, Internet banking etc. 
According to them, large scale computerization of branches and an operation has enabled 
the banks to capture more of their business on computers resulting in operational 
efficiencies including better customer service. There is no doubt that technology will 
become a key driver of financial services. The question is what will be the next step of 
technology initiatives considering that banks have moved from mechanization technology 
to large-scale computerization of branches and operations and are now engaged in 
networking and development of alternative channels and Internet banking. 
In this same article Kohli pointed that with technology occupying a pivotal role in 
delivery of banking services, the expectations of consumer have also been growing. 
Broadly, these expectations are swift service with minimal response time, efficient service 
delivery, tailor made and value-added products to suit specific needs, hassle free 
procedures, minimum transaction cost and pleasant and personalized service. 
Revolufionary changes in computerization, information technology, and communication 
technology have completely reshaped the very concept of banking business. As the banks 
customers' are becoming demanding and selective, only an extensive use of 
computerisation should enable banks to show up to their expectations. Embarking up on 
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modern technology should enable banks to strengthen internal control, minimize credit 
risk, improve the quality of inputs for accurate management decision, enhance employee 
productivity, and facilitate introduction of new products and services for better clientele 
service. However, the absorption of new technology demands a total attitudinal change on 
the part of bankers apart from changes in organizational set up at all levels. Technological 
invasion for banks has become a reality and those who lag in this race will have no chance 
of survival (Tripalhi, 1995). 
While deciding on the required architecture of the IT (Leeladhar, 2003) consideration 
must be given to the factors like: 
- Extending customer service that is timely, accurate, flexible, and innovative. 
- Meeting internal requirements: Management information for decision support has to 
be considered to respond immediately by avoiding scattered information. 
Creative support for new product development: having full-fledged information of 
existing customers is the key for this purpose. 
- End user development as a non-technical staff: The dependency on counter staff i.e. 
end user of technology is unavoidable. The customer satisfaction level at the counter 
determines the ultimate benefit of IT offensive. 
- Efficiency in data handling. 
Hofman (2002) in article "The battle between ATM and online" elaborate that as 
technology emerge, organizations need to consider whether and how new technology can 
be used to enhance customer services, and how they can use them to running the business 
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better. But most importantly, they must decide how new technology and emerging trends 
affect the traditional role of banks in the commerce chain. 
3.2. RESEARCH GAP 
The relevant literature reviewed in the previous section covered studies in the areas of 
marketing management, services marketing in general, and banking in the sample 
countries. Some of the studies are related to Indian banking industry. Overall, any 
researcher did not so far study the bank marketing practices of Ethiopian banks. The 
review also shows that no study has so far been conducted with the aim of evaluating the 
marketing practice of Ethiopian commercial banks with that of Indian banks. It reveals a 
need for an in-depth study in the area of marketing practices in banking industry in 
Ethiopia and a comparison with a country from the third world like India. This could fill 
up the research gap and would suggest critically points that would be helpful for bank 
managers in their effort to improve their marketing practice and serve the customer better 
with respect to both Ethiopian and Indian commercial banks. 
3.3. NEED FOR THE STUDY 
In all countries around the world the tertiary sector of the economy, is getting attention 
and growing significantly. In banks, as one important component of service industry, well-
designed and positive marketing practices would enable the other sectors of the economy 
to function smoothly. 
However, as both Ethiopia and India are in the developing nations the development of this 
sector of the economy is not up to the standard. Since, the concept of bank marketing is 
relatively new in these economies the written materials and research results related to the 
actual practice is insignificant. Especially, in Ethiopia, the low rate of development 
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accompanied with low banking liabits of the people and less players in the sector; the bank 
marketing aspect is at its toddler stage. Therefore, the research intends to evaluate the 
marketing practice of the banks in the sample countries related to the seven marketing mix 
elements. 
Based on the research findings, practical approaches of professional and academic 
discussions on various issues of marketing functions in banks, the inferences made have 
been described in the paragraph that follows. 
> Based on the findings, the study recommends factors that need to be introduced and 
improved in marketing mix elements by the commercial banks in Ethiopia and India. 
These recommendations would help the management of those banks in coping with 
the ongoing challenges and opportunities. 
> Service marketing in general was considered as a separate and unique field of study in 
the near past. So, this research report could help academicians, higher institution 
students, research scholars, and service employees as a reference material. 
> The findings of the study may also be used as an input for the policy makers of the 
country in directing the financial institutions of their country. 
The facts and findings stated above give clear indication that a study on bank marketing 
may contribute positively to different group of people in the community. In line with the 
above discussion, the topic of the proposed research has been decided as: 
"Service Marketing: A study of select commercial banks in India and Ethiopia. " 
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3.4. PROBLEM STATEMENT 
One part of service sector, banking, is the central core of every economic system. The 
significance and attention given to this sector of the economy is growing at a faster rate 
since the emergence of marketing concept in banking industry in the west. The level of 
development of marketing concept in banks of developing countries is found to be at a 
lesser stage. In some cases, it is observed that they are still running on traditional lines. 
As a result of financial sector reforms, private and foreign banks have started to operate in 
most of these countries. The high technology input and efficient manpower coupled with 
customisation of their product and better customer serx'ice have helped banks of 
developed nations 1o attract the attention of customers. 
In line with the globalisation, how to minimize the difference is a question needs to be 
answered. In order to withstand the competition, banks of the developing countries need to 
introduce different schemes, promote better customer service, upgrade their technology, 
invest in manpower development, diversify their delivery mechanisms and tangibilize 
their intangible banking services to customers. All these require the utilization of 
marketing concept in their offerings by encouraging market research on the basis of the 
economic, demographic and social conditions they are in. 
So, the main attention of this research is to identify the marketing practice of banks in the 
sample countries. It tries to identify and analyse the different marketing mix elements of 
sample banks. Then, by comparing the practice of these banks and the practice around the 
world it recommends the better way of doing the job. 
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3.5. OBJECTIVES OF THE STUDY 
A well-defined problem is half solved. No problem should be deah with as a whole, but in 
parts. In order to achieve the goals, it is worthwhile to break the problem and specify the 
statement of the present research in the form of specific objectives. The objectives of the 
study are listed below. 
1. To study the application of marketing mix elements in Ethiopian commercial banks. 
2. To study the application of marketing mix elements in Indian commercial banks. 
3. To undertake a comparative analysis of the application of marketing mix elements 
in Ethiopian and Indian commercial banks. 
4. To suggest measures for improvement in the application of marketing mix elements 
in both Ethiopian and Indian banks. 
3.6. SCOPE OF THE STUDY 
To make the study more specific, extensive, and feasible investigation and analysis were 
limited within a defined boundary. Therefore, the facts that limit the scope of the present 
study are as follows. 
1. Of the different players in the banking industry, the study is confined only to 
the commercial banks in private sector and public sector. 
2. The subsidiaries and any other diversified activities linked with the banks 
have been excluded from the scope of the study. 
3. The present study limits the number of commercial banks to two from 
Ethiopia and two from India. Case study method is adopted to know the 
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characteristics of marketing mix of the population, which are the total public 
and private sector commercial banks operating in Ethiopia and India. 
4. With the assumption that the seven marketing mix elements cover the major 
areas of the bank marketing effort, no other variables other than these seven 
P's of services marketing are considered in detail. 
3.7. RESEARCH METHODOLOGY 
This section presents an overview of how this research work is planned and completed 
referring to the nature of the research, sampling process, data collection and its analysis. 
3.7.1 Nature of the Research 
The research is of exploratory nature. It aims at discovering the general nature of 
marketing management of banks in the sample countries. It is based on investigating the 
seven marketing mix elements followed by the sample banks to reach at concluding 
remarks about the marketing of total banks in two countries. 
3.7.2 Sample design: 
The population under study can be defined as "all private and public commercial banks 
operating in Ethiopia and India." For practical reason, foreign banks are not considered in 
the sample selection. The absence of foreign banks in Ethiopia requires me to ignore 
foreign banks in India. 
Two banks from Ethiopia (Commercial Bank of Ethiopia and Dashen Bank) and two banks 
from India (State Bcink of India and ICICI Bank) have been taken as sample units in order 
to make the study more relevant and workable. These sample banks were selected one each 
from both the public sector and private sector of Ethiopian and Indian banks. 
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In selecting these samples, the size of the bank is taken as criteria. From both the sectors, 
the bank with the largest asset base, branches, profitability, employees, deposit and loan 
size is selected as representative in the sample in both countries. 
3.7.2.1. Samples taken from Ethiopian commercial Banks: 
Presently, Ethiopian banking industry has seven commercial banks. Out of these units, one 
commercial bank is owned by the public sector and six banks are owned by private sector. 
The list of all these banks is attached as appendix 1. 
To make the sample more representatives, the sampled commercial banks are chosen by 
taking one bank from each sector. The public sector bank, Commercial Bank of Ethiopia, 
is the major operator in the economy. As it is the oldest bank in the country, it had 50.4% 
of branches from the total branch network in the country at the end of March 2004. The 
market share of this bank was 75.8% in deposit and 60.8% in loans during the same time. 
Besides being the only public sector commercial bank in the banking sector its size 
justifies its selection as a sample. 
The private sector banks have been introduced in the economy following the economic 
sector reform in 1990s. The operation of the private sector banks in banking business is 
presently insignificant. At present, they cover only 21.7% of the total deposit liabilities and 
49.6% of branches from the total at the end of 2004 third quarter. Among these banks, 
Dashn Bank is chosen, as a sample because of it is the largest bank in private sector in 
terms of market share in total deposits, loans, profitability, branch expansion, and 
information technolosw 
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3.7.2.2. Samples taken from Indian Commercial Banks: 
The Indian banking sector is having 90 scheduled commercial banks. From these total 33 
are foreign banks, 27 are public sector banks and 30 are in private sector. The total 
population of Indian banks for the study include fifty-seven banks in public and private 
sector. The list of these banks is attached as appendix 2 at the end of the thesis. The same 
order and basis as in the case of Ethiopian commercial banks are followed in selecting 
samples. 
Therefore, the largest commercial bank in public sector State Bank of India (the largest 
Public sector bank in terms of assets, net earning, market share, branch and total 
employees) and the largest commercial bank in the private sector ICICI Bank (the largest 
private sector bank by asset, total deposit, loan, information technology, multiple delivery 
channel and profit) are selected as the two sample representatives. Incidentally, these two 
banks are the first and the second largest commercial banks in the banking industry 
respectively. 
3.7.3 Data Collection Methods 
This section includes the procedure followed in data collection and problems faced in data 
collection. The details are presented in the subsection that follows. 
3.7.3.1 Data col lect ion: 
Data in connection with the present study has been collected from both primary and 
secondary sources. 
Primary Sources : Personal interviews and observations were adopted for collecting 
data from the banks. 
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Interview: The interview with the top-level executives of the sample banks especially in 
case of Ethiopia was the main source of primary data. Mostly, this method is utilized when 
the researcher wants to acquire the clear picture and more detail of information collected 
through observation and secondary sources. The researcher also used a pre-planned 
checklist as a guideline to conduct the interviews when the respondents were busy or not 
willing to fill the questiormaire. The checklist is attached as appendix 3 at the end of the 
thesis. 
Observation: To have a general overview of the internal look of the branches and the way 
the front line people of sample banks are serving their customers the researcher has made 
observations in certain branches. 
Secondary Sources: This source of information for the research includes written materials 
and electric sources. 
For this research the researcher has made intensive reading of all accessible written 
materials. These materials include books, specialized journals of banks and other financial 
institutions, general journals published by different authorities, finance related and other 
news papers, dissertations, research papers, office documents, and annual reports of 
especially the regulatory authorities and sample banks in both countries. 
To acquire the required data searching of Internet in the web site of the sample banks and 
other websites related to banking was done. Due to the shortage of written materials with 
respect to the general bank marketing this source was the main to acquire information. 
Literature Review and Methodology 69 
3.7.3.2 Problems in data collection: 
The researcher faced problems in gaining access to secondary sources maintained by 
different authorities. Except few, most of the government, non-government, and private 
organisations related to the study were reluctant to supply their publications, printed record 
and others to the researcher. Moreover, in-house libraries of various government 
departments showed less interest and considerable effort had to be expanded by the 
researcher in getting the required information. The most important impediment in 
collecting data from the officials concerned is the positive attitude of those people towards 
treating the researcher. 
Practically it is very difficult to conduct research in both Ethiopia and India as the officials 
rarely have a positive attitude. Especially in case of Indian public sector banks, officials are 
hesitant in discussing the matters related to their bank with unknown outsider and are not 
ready to provide whatever documents they have, even after proper and genuine 
introductory documents issued by the concerned authorities are produced before them. 
Despite all the problems faced during data collection, the researcher through sustained 
efforts spread over a period has been able to acquire sufficient, timely, and relevant data 
that has made the successful completion of the study possible. 
3.7.4 Presentation and Analysis: 
The present study is qualitative as well as descriptive in nature. It is based on case study 
method. The case study method is the technique by which individual factor whether it is an 
institution or group is analysed in its relationship to any other in the group (Tompson & 
Strickland, 1984). 
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Guided by the need for the research, the researcher has presented and analysed the data 
regarding the marketing mix elements of both Ethiopian and Indian commercial banks 
separately in two chapters (chapter four and chapter five). Each chapter contains two parts 
dealing with the sample banks from public and private sector. Each part again is divided in 
to two major sections. The first secfion deals about the profile of the banks. The second 
section of each part does have seven sub-sections each wherein the seven marketing mix 
variables have been presented in detail. The performance of the banks on service marketing 
mix variables thus found out, have been brought forward for analysing. 
To have a concrete idea about the case studies of both Ethiopian and Indian commercial 
banks one chapter (chapter six) have been developed wherein the consolidated results of 
each of the marketing mix variables emerged clearly. In this chapter, all the four banks 
from Ethiopia and India have been analysed separately. Behind, the inter country 
comparisons of the sample banks have been done in the same chapter. Therefore, 
comparison of pubic sector bank with the public sector bank from other country, public 
sector bank with the private sector bank from other side, private sector bank with the 
private sector bank of the other country, and private sector bank with public sector bank on 
the other side has been done. With this comparison the similarities and differences existed 
are identified. 
The last chapter, chapter seven, provides the finding and conclusion related to commercial 
banks in separate two sections. Based on these conclusions the recommendation of the 
researcher follows. In the same chapter, the future direction of this research is also 
accommodated. 
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3.8. Limitations of the study: 
Academic research on any topic is itself a continuous and perhaps, an endless process. 
Each part of the research, therefore, has to have some limitations in the form of either the 
resource constraints or the self-defined scope of the study. This work too has some such 
constraints, which in fact, were not confined to any particular stage of the work. The major 
limitations of the study are described below. 
1. The marketing aspect in banking sector of both the countries has been analysed by 
choosing seven marketing mix elements of services to make the study more feasible. 
In modern parlance, marketing is related to different functional units as customer 
satisfaction can be affected by any activity of these units. So, the limitation of the 
study is that it does not consider the remaining other factors, as they require long 
time and budget. 
2. Due to time and money constraints, only four commercial banks were selected for 
writing the case studies. However, the selection was based on the size of the 
commercial banks, which helps to cover a broad spectrum of the banking business 
in Ethiopia and India. 
3. The data collection was mainly done at Addis Ababa, Ethiopia and New Delhi, 
India. These places are outside of Aligarh where the researcher is based. Especially 
the first one is too far and requires huge sum of money and time, and frequent visit 
were not possible due to limited scholarship budget. This factor also limits the 
researcher to travel to different parts of India to observe the service of different 
banks and branches. 
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The limitations, as described above, have been faced due to constraints that are a part of 
any research study. However, in the opinion of the researcher, these do not affect the 
quality of analysis and presentation of the research work and this work has proved to be 
mentally satisfactory to the researcher. 
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Chapter 4 
SAMPLE BANKS OF ETHIOPIA 
In the previous chapter, we have seen the general concept of banking and the "different 
dimensions of bank marketing. As per the objective of the study, in the following two 
chapters we will look into the sample banks. In this specific chapter only the sample 
banks from Ethiopia will be discussed. The profile of these banks and the actual 
practice of seven P's of bank marketing in sample banks have been presented as under. 
While considering the case of Ethiopian banks the figures are given in terms of local 
currency Birr which is equivalent to 0.1176 US Dollar (as of September, 2005) and the 
fiscal year of the banks starts in July 1^^ and ends at June 30 of the calendar year. 
4.1. COMMERCIAL BANK OF ETHIOPIA: 
Commercial Bank of Ethiopia is the largest bank in the country on different parameters. 
The profile and marketing mix elements of this bank has been presented in the 
following sections 
4.1.1. PROFILE OF COMMERCIAL BANK OF ETHIOPIA: 
Establishment: 
After the collapse of Italian invasion in 1941, Barkley's Bank carried on banking in 
Ethiopia for two years. On the eve of this national freedom, the government 
determined to place banking on a sound national footing. Accordingly, the State Bank 
of Ethiopia was established by proclamation issued on August 1942 and received its 
charter by decree on November 30, 1943. The establishment of the Commercial Bank 
of Ethiopia is referred to the time in which this indigenous State Bank of Ethiopia was 
formed. 
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The State Bank of Ethiopia was established with two major objectives of: 
> Introducing banking services to the community. 
> Keeping the treasury of the government, issuing currency notes, and controlHng the 
movement and exchange of foreign currency on behalf of the government. 
The initial capital of State Bank of Ethiopia was 1 million Maria Teresa Dollar (the then 
Austrian Currency adopted by Ethiopia) offered from the central treasury. This bank was 
the agent of the Ministry of Finance to issue notes and coins till 1943. Up on introduction 
of legal Ethiopian currency, the bank assumed full power of issuing and distribution of 
Ethiopian coins and notes. The bank also assumed the power of central banking in the area 
of controlling currency exchange 
The year 1963 was the point of departure for banking in Ethiopia. In this year the 
government issued proclamation on 23 July to separate the function of commercial 
banking and central banking. This proclamation separated the two banking functions and 
State Bank of Ethiopia was divided into two sisterly institutions: National Bank of 
Ethiopia and Commercial Bank of Ethiopia. The commercial bank of Ethiopia then took 
all the banking services and branches owned by the State Bank of Ethiopia and started 
purely commercial banking activities. Until this important point in the history of banking. 
State Bank of Ethiopia had 850 employees and 22 branches, which were 43 and 2 
respectively at the time of its establishment. The employees of the bank then were mostly 
commercial college graduates and Ethiopians handled the total operation. 
At the time of taking the responsibility of handling the commercial banking services in 
1963, Commercial Bank of Ethiopia had the capital of 20 million Birr divided in 200,000 
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shares of 100 Birr each. The bank was estabUshed as the share company. The shareholders 
in the bank were five state enterprises in which the Ministry of Finance was having 
199,996 shares and the other four institutions: Ethiopian Electric Power Authority; 
Ethiopian Airlines, Ethiopian Development Bank and Ethiopian Cement Corporation had 
one share each. 
Development: 
From the time of its establishment till the last year of Emperor Haile Silase regime the 
Bank registered significant progress. During this regime there was free banking operation 
and it was a time in which the banking services progressed significantly. Within a period 
of almost ten years, from 1963 to 1974. the progress recorded in commercial Bank of 
Ethiopia includes the number of branches grew from 22 to 85, the number of employees 
from 850 to 2000, bank capital from 20 million to 51 million, and the bank was issuing 
and selling share certificate. 
During the Derg regime banking changed its face significantly. On the basis of socialist 
principle all private institutions including banks were nationalized. Because of strict 
centralization of the system, banks were unable to operate freely. Although Commercial 
Bank of Ethiopia was the only commercial bank operating, due to strict supervision of the 
central bank and also because it was considered as one supporting force of the government 
in spreading socialism, it was not free to operate towards its primary objective. Some of 
the impacts of the system on the Commercial Bank of Ethiopia include: 
> The employees were not given salary increment for long period and the effort towards 
training manpower was weak. 
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> The interest rate was based on neither the market nor the interest of the bank. 
National Bank of Ethiopia decided the rate and customers having a saving account 
balance beyond a certain limit were not paid interest. 
> The amount of money remaining idle in the bank was by far greater than the amount 
of money issued as loan and advance. 
> The amount of loan for the economy was low. For example out of the total loan 
amount of 1.2 billion Birr in 1990 only 25% went to the economic sector. 
> The policy of the bank was not promoting loan to the private sector and the 
government was the main borrower. 
After the collapse of the Derg regime the market centred economic policy of the 
transitional government was capable of changing the previous policies of the bank that 
were against the private sector. The free market economy proclamation was one major 
contribution to the financial sector and it laid the base ground for the development of the 
bank and banking services. 
Present Position: 
The deposits of the bank have been progressing year after year. The deposits have grown 
from 4.4 billion Birr in 1991 to 21.88 billion Birr in 2004. The loan service of the bank 
has been supporting the activities of production, working capital, business expansion, 
construction, import-export and other economic activities for long. With this bank credit, 
it is true that large number of Ethiopian individuals and business organizations, 
cooperatives and industrial units have strengthened their financial base. The total loan of 
the bank grew from 1.2 billion Birr in the year 1991 to 7.91 billion Birr in 2004. The 
major source of income for the bank includes interest on loans, commissions, and income 
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from other services. According to statistical evidences, the total income of the bank grew 
199 million Birr in 1991 to 1.26 billion Birr in 2004. The total expense in the last ten 
years has also increased. This total expense that was 178 million Birr in 1992 grew to 
553.1 million Birr at the end of the year 2004. The total profit of the bank that was 66 
million in the yeai^  1992 grew to 500.14 million Birr at the end of the year 2004. 
The market share of the bank is significant in the banking industry. In the year 2001 the 
share of Commercial bank of Ethiopia in terms of total assets was 82.8%. The share of the 
bank in total deposit of commercial banks was 84.8%, 82.8%, 79.4%o and 75.8% at the end 
of June 2000, 2001, 2002, and 2003 respectively. The share of the bank in loan and 
advances during the same period was 79.7%, 74.8%), 70.8%) and 60.8%o. 
The asset of Commercial Bank of Ethiopia for the last four years was 21488.60, 22146.17, 
24629.91 and 27869.59 million Birr for the fiscal 2001, 2002, 2003, and 2004 
respectively. At the end of the fiscal 2004 the Bank had 7682 employees and 171 
branches. The branches of the bank are located throughout the country and it is the only 
bank serving the wide majority of people in the rural area. 
4.1.2. MARKETING MIX ELEMENTS: 
In this section the seven P's of services marketing in relation to the Commercial Bank of 
Ethiopia has been discussed. 
4.1.2.1. Products 
Commercial Bank of Ethiopia is providing different types of deposit accounts, loans and 
advances, and fee-based services to customers. 
Deposit accounts: The deposit accounts of CBE comprises of: 
o Saving Account 
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o Fixed Time Deposit 
o Diaspora Account: It is a deposit account targeted for Ethiopian in Diaspora to 
open foreign currency account at liome 
o Special Demand Deposit Account- It is a non-interest bearing deposit account 
operated by passboolc and vouchers 
o Demand Deposit/Current Account 
o Deposit accounts for Foreigners 
The following table shows the total deposit of the bank for the last four years. 
Table 4.1 Total deposit of CBE (in million Birr) 
Description 2001 2002 2003 2004 
Saving Deposit 7494 8138 8746 9347 
Total 17471 18531 19516 22447 
Source: Compiled from annual reports of the bank. 
Loan and advances: Commercial Bank of Ethiopia is offering different types of loans 
and advances to individuals, business enterprises and other players in the economy The 
duration of the loan ranges from a period of one year to fifteen years. All loans offered 
are backed either by collateral or bank guarantee The collateral offered for security by the 
borrowers must be able to cover both amounts of the principal and interest on loan. Assets 
accepted by the Bank as collateral include-
> Buildings/houses and building under construction if at least 40% is completed; 
> Motor vehicles 
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> Deposit in banks 
> Negotiable instruments 
> Business mortgage: Leased and if 20% construction is complete. 
> Merchandise 
> Local and foreign bank guarantee 
The bank requires different documents while offering the loan and advance as deemed 
necessary on the type of loan requested. The bank may provide a grace period for the 
commencement of the repayments. Otherwise, based on the nature of the project and 
projected cash flow statements, the loan has to be repaid quarterly, semi-annually or 
annually. Presently, Commercial Bank of Ethiopia is offering the following credit 
facilities to customers. 
o Term loan in the form of short, medium and long term loan 
o Overdraft 
o Merchandise Loan 
o Agricultural Loan 
o Import Letter of credit Facility 
o Export Credit Facility 
o Revolving Export credit Facility 
o Advance on Export Bills 
The total amount of loan and advances dispersed by the Bank has been shown in the 
following table. 
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Table 4.2 Loans and Advances of CBE (in million Birr) 
Description 2001 2002 2003 2004 
^ y ^ ^ , ^ ..^^^.'..^^ ,^ i « W ? S r f : ^ H ^ a 
i t''^2f ":w «^'-
Overdrafts 3806 3219 2057 1973 
l l l m m ^ S E x p o r t X . . U., i 218 /4 r ' 2 6 6 j ^ | c X * t @ 1 7 r 
Others 1614 1835 2051 2110 
Source: Compiled from annual reports of the Bank 
ROaSjf ** 7911 
Services: Besides its mam products of deposit mobilisation and provision of loan and 
advances, Commercial Bank of Ethiopia is offering different services to its customers 
The other services provided by the bank include-
o Local Transfer 
o Safe Deposit Locker: Both the account holders and non account holders are 
eligible to use this service. 
o Foreign Exchange 
o Letter of Guarantee 
o Traveller's Cheque 
o Documentary collection (Cash agamst Documents) 
o Foreign transfers: The outgoing foreign payments and receipt of incoming 
payments are possible through mail transfer, telegraphic transfer, demand drafts, 
international money orders, personal cheque, cashers' cheque, SWIFT, and 
travellers' cheque 
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o Western Union Money Transfer Service: From 1994 onwards, Commercial Bank 
of Ethiopia receives money from agents of Western Union worldwide and effects 
payment throughout the country via its branches. 
o ATM service 
Commercial Bank of Ethiopia acquires a significant part of its income by providing these 
fee-based services. The income of the Bank from these services for the last four years has 
been shown in the table that follows. 
Table 4.3 Non-interest income of CBE (in '000 Birr) 
Description 2001 2002 2003 
Commission Income -
Service and Transaction fees 
" 94570 : -.:9547.7\k' .97695 
' '"^ it, % . 
121005 121486 170742 
2004 
•'l'26f42' 
160527 
:Gainsfrom-loreigri,cuiT^ncies :* c 'T ':ill619 ir; l8i1{)Cir-^'262T97'r 'pI§^t78' ' 
Rental income 
Dividend income 
Collection of amount written off 
Oilier income^ - • /..,: t 
Total 
7534 10077 
201 
21415 
556143 
9677 
418422 
7824 
1628 
74459 
16502 
8553 
101 
106 
28471 
631447 584378 
Source: Compiled from annual reports of the Bank. 
4.1.2. 2. Price 
Interest: In Ethiopia, National Bank of Ethiopia determines the benchmark rate of interest 
for saving and loan products. Accordingly, the interest rate for saving and loan was 6% and 
10% before March 2002. But, from then onwards the National Bank reduced these rates to 
3% and 7% respectively. 
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CBE'jS rate of interest on savings account is 3% per annum, which is paid half yearly in 
June and December. The interest on savmg account is not paid on amounts below Birr 50 
and it is computed on the minimum outstanding balance of each month. 
The Bank charges interest rate of 7.5% on its loan and advances and imposes an additional 
3% penalty rate per annum on non-performing loans. CBE also changes the interest rate 
for loan and advances based on the loan recovery history, business strength, collateral 
strength and other similar factors. That is. customers who meet the Bank's performance 
parameters are charged a lower interest rate, which is 7%. 
With these rates in effect, the bank is acquiring the interest income from its loan and 
advances and paying interest for its saving account holders. The following table shows the 
total interest income and interest expense of the bank. 
Table 4.4 Interest income and expense of CBE. (in '000 Birr) 
Description 2001 2002 2003 2004 
Interest Expense 428463 395521 251077 267837 
Source: Compiled from annual reports of the bank. 
Fee-Based income: The income the bank acquired through commissions, service charge 
and miscellaneous sources is the next major source of income for the bank. This income 
group contributes significant part of the total income of the bank. The total income 
collected by providing these services in the last consecutive four years was 356.14, 
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418.42, 631.45 and 584.38 million Ethiopian Birr for the year 2001, 2002, 2003 and 2004 
respectively. 
4.1.2.3. Place 
Branches: 
a) Local Branches: Commercial Bank of Ethiopia has a total of 171 branches dispersed 
throughout the country as of 31 July 2004. The local branches of the bank are categorized 
into four different categories on the basis of the total amount of money they are 
transacting with. This division is, according to the product development manager, actually 
intended to push the customers to utilize high value. Accordingly, the bank is having 1 
special branch, 24 branches of level four, 24 branches in level three, 42 branches in level 
two and 79 branches in level one. Commercial Bank of Ethiopia is also having four forex 
bureaus to handle foreign exchange transactions. 
b) Foreign Branch: Commercial Bank of Ethiopia has one branch only outside the 
country. This branch is located in the neighbouring country Djibouti. Besides this branch, 
the Bank maintains correspondent account relationships with more than fifty banks around 
the world. 
c) Branch Opening Process: People mostly approach this bank to open branch in the 
areas where there is no banking institution. Based on this public request and its plan to 
extend branches, the bank undertakes preliminary study of that particular place. The 
factors to be considered in this survey include the availability of security force (police), 
the existence of public utilities in the area like telephone, electricity, post office and 
others. After the positive response from this preliminary study, the detailed study about 
the feasibility of the business of the bank in the area will take place. If the responses of 
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both the studies are positive, the bank accepts the proposal of opening a branch and selects 
a site that is convenient for business people to actually locate the building. 
ATMs: 
CBE is offering its banking services through ATMs. This bank introduced the technology 
of ATM to the country and still it is the only bank utilizing the same. CBE has eight 
ATMs operating in the capital city. The ATMs of the bank provides only the service of 
dispensing money to customers. 
4.1.2. 4. Promotion 
In designing promotion, the bank considers certain variables as the major theme. 
Accordingly, the bank is utilizing the services offered by the bank, price and motto of the 
bank as a central attention area to promote its products, services and image. The bank uses 
the following promotion methods to promote its services and products, 
a) Advertisement: Among the different methods of advertisement the bank emphasizes 
on radio, television, newspaper, and billboard advertisements. The bank uses the local 
government radio and television channels to promote its products and services and post 
the billboards in different cities and places. The other method of advertising is Internet. 
The bank has its own website through which it releases detail information about the 
feature of existing and new seiTices, eligibility criteria, tender and other information. 
Besides, sponsored graduation bulletin of different campuses are the other means utilised 
b^ • the bank for advertisement. 
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b) Personal selling: Commercial Bank of Ethiopia uses this method of promotion often. 
The instruments to undertake this promotion include: 
Employees of the bank: Branch managers, bank personnel responsible for different 
services and front line people mostly explain the benefits of different schemes and 
services to the outsider visiting their branch. 
Corporate Customer Session: This session is organized by the bank as one means of 
getting feedback from corporate customers. In such sessions, the corporate customers of 
the bank are invited and meet the president of the bank for discussion. They rise whatever 
points they fell about the bank, its services and employees. Based on the points raised by 
these customers, the president of the bank provides explanations about why and how of 
the happenings and points that need to be improved. 
Trade Fare: In trade fairs, officers of the bank are invited to deliver speech to the 
participants. 
c) Publicity/ Public relation: The means through which the bank publicizes its products 
and services include: 
Media: The higher officials of the bank hold interviews with media people. They also 
provide explanation on certain new issues and annual performances of the bank through 
media. Besides, the public relation unit of the bank provides different news about the 
bank to the media. 
Publication: The bank publicizes different issues related to the bank, its performance and 
services by using internal monthly bulletin, annual reports, and different brochures. The 
bank also issues different materials like annual diary and calendar to the public. 
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Public Service Activities: As a corporate citizen, the bank provides financial help and 
undertakes certain activities for institutions, associations and group of people in the 
community. It also provides apprenticeship-training programmes for students of higher 
learning institutions and vocational schools. 
For the purpose of promoting its products and services the Bank's total expense for 
Advertisement and Publicity in the year 2001, 2002, 2003 and 2004 was 4723, 3754, 
3832, and 4504 thousand Birr respectively. 
4.1.2. 5. People 
Total number of employees of CBE in the fiscal 2004 was 7682. Among this total 37.7% 
were non-clerical staffs while 62.3% were from clerical and management employees. The 
qualification level of these employees range from elementary school to first degree and 
above. Accordingly, more than 48% of the employees of the bank were graduates of 
different colleges and universities. 
Recruitment and selection: For recruitment of employees, the Bank announces the 
vacancies in newspaper and radio or through circulars and internal notices. After having 
enough applicants, the preliminary screening is held by the officers. Then, the short listed 
candidates are invited for interview and/or written examination and the best candidates 
are selected. These candidates selected for placement are required to process every 
formality required after which they will go through the process of induction. 
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Training: Based on the nature of their work, the employees of the bank are given 
training. These training programs are of different duration depending on the need and it 
accommodates both on-the-job and off-the-job training. 
Besides imparting job knowledge, the training programme of the bank also emphasises on 
the behavioural aspects and customer service related issues. In the past three years the 
bank offered training to a total of 6250 employees. The year wise distribution of these 
employees is 2167, 2411, and 1688 for the year 2001, 2002, and 2003 respectively. 
Benefits to the employees: The salary scale of the bank has 25 grades. All these 25 job 
grades have minimum start up salary, six different steps of increment, and the maximum 
limit salary of the grade. All the job grades, the minimum start up salary, step salary 
increments, and maximum salary limit of each job grade has been shown in appendix 4. 
Besides the salary paid to the employees, the bank offers different benefits to its 
employees. The benefits offered by CBE include medical allowance, transfer allowance 
fuel allowance and representation allowance. 
The total expense of the bank for salaries and employee benefit in the year 2001, 2002, 
2003 and 2004 stands 116378, 128896, 127734 and 155874 thousand Birr respectively. 
4.1.2. 6. Physical Evidence 
CBE utilizes different physical facilities to tangiblize the intangible services it offers. The 
physical facilities utilized by the bank include: 
Logo: The bank uses its logo on every advertisement and other promotions. It is also 
stamped on the different stationery materials, brochures vehicles and reports of the bank. 
Exterior: The bank is using buildings with good architectural designs for branches and 
offices on the front of which the name of the bank with the logo is posted. 
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Information Desk: CBE is having information deslc or lobby man only in two of its 
branches located in the capital. 
Parking area: CBE branches in the capital have problem of parking areas. Except few, 
all the branches are not having sufficient place for parking. Customers of the bank park 
their vehicles in nearby areas and on roadside in front of branches. This problem of 
parking is not as such serious in the branches outside the capital as they are having wider 
space and the number of vehicles is also less. 
Special Counters for the corporate customers: There is no special counter for high 
worthy corporate customers in all branches of CBE. At Present, the bank is practising 
special ID card for the corporate customers. These customers have been offered special 
ID and they are expected to show their ID when they visit any branch to get priority in 
service. 
Interior: The interior of CBE branches is in most cases bright and clean. The bank uses 
signs that guide the customers inside the branch. The production section of the bank is 
responsible for preparation of the signage and renovation of old branches. 
Personnel: The bank is having large number of experienced employees. Most of these 
employees are well dressed and polite. However, in relative terms some of them are not 
cooperative and helpful. 
Electronic Equipments: The look of the Bank is presently improving because of the 
computer and other electronic equipments being used by the operating employees. 
4.1.2. 7. Process 
Time: The amount of time taken for depositing and withdrawing money ranges from 15-
45 minutes based on the total number of customers served at that particular time. In loan 
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taking the process takes about two months. The banking system unit of the bank is 
continuously revising and improving the different formats of banking services to reduce 
the total time required in getting different services of the bank. 
Brochures: The bank has been issuing brochures for its different banking services. The 
design of the brochures is also changing from time to time keeping in mind the interest of 
the customers. 
Customer Service: CBE's customer service is not up to the standard. They do not give 
due attention and respect to the public coming to the bank. The decision making process 
of the bank is also slow as all the decisions has to be made by the board of the bank. 
Technological Devices: The bank undertook networking of some of its branches by 
coimecting with the mainframe computer at the computer centre. Accordingly, the bank is 
utilizing electronic data interchange in six branches having online connection and all 
branches of the bank have Local Area Network (LAN) connection. 
The other efforts in modernizing the process of banking services include: 
> Introducing the service of Automatic Teller Machines (ATMs). 
> All branches of Commercial Bank of Ethiopia have note and coin counting 
machines. 
> City branches use saving account-posting machine. 
> The bank is a member of SWIFT and is utilizing this network to undertake 
international transactions. 
> The bank is organizing database for its actual and potential customers. 
> Providing toll free line to handle complaint and request from customers. 
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> The bank employs Bank of Scotland/Ireland as a consultant to help the 
management. 
> Bank Transformation Office: On its part for financial sector reform, the capacity 
building minister of the country formed bank transformation office. This office 
already plans and divides activities in Quick Wins I, II, and III to improve the 
efficiency of banking services. 
4.2. DASHEN BANK. 
Dashen Bank Share Company is the largest private sector bank in Ethiopia. Following the 
presentation in the previous part, the profile and marketing mix elements of the bank will 
be presented in this part of the thesis. 
4.2.1 PROFILE OF DASHEN BANK 
Establishment: 
Modem, privately owned commercial banks are just about a decade old in Ethiopia. 
Dashen Bank is an outcome of the financial sector reform in the country as a result of 
which the banking sector was thrown open to private sector investors. Dashen Bank Share 
Company is a privately owned company established in accordance with the "Licensing 
and Supervision of Banking Business Proclamafion No. 84/1994" of Ethiopia. This Bank 
obtained its licence from the national Bank of Ethiopia on September 20, 1995 and started 
normal business acfivities on January 1^ ' 1996 with authorized and subscribed capital of 
Birr 50 MiUion and paid up capital of Birr 14.9 Million. 
Development: 
With in a short period, Dashen Bank has fought its way to the top, leaving behind other 
private banks in mcirket share, in total deposits, total loans, profitability, branch expansion, 
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and information technology. The bank's asset and branches are increasing over time. The 
bank's asset for the last four years of 2001, 2002, 2003 and 2004 was 1235.46, 1563.18. 
1991.47 and 2676.64 million Ethiopian Birr respectively. The total staffs of the Bank are 
also growing steadily. This number rose from 531 in fiscal 2000 to 1015 in the fiscal 
2004. The total branches grew from 19 to 32 during the same period. The Bank started the 
encashment of Visa and Master credit cards. This Bank is the only bank providing this 
service in the country. Dashen Bank is also increasing its investment in information 
technology which includes the completion of a Wide Area Network linking branches and 
installation of Flex Cube software. 
At the end of 2004 fiscal the bank had Capital of Birr 300 Million, Subscribed and Paid 
Up capital of Birr 100 Million and the number of share holders was 59. The deposit and 
loan of the bank grew from 469.31 and 301.01 million Birr in 1999 to 2.2 billion and 1.7 
billion Birr respectively in 2004. Dashen Bank had a market share of 4.6% and 5.34% in 
loan and deposit respectively from total commercial banks and maintains its NPA level at 
8.89% as of June 2003. 
Dashen Bank Share Company offers loans and advances for different sectors of the 
economy. The total number of loanees of the bank grew to 3495 in 2004. In this same 
year the total number of depositors grew to 224,803. 
The Bank acquires its income from loans and advances, deposit with foreign banks. 
Government Bonds and other income. In the other income category the major source of 
income are service charges, commissions and gain on foreign exchange. The major 
expenses titles of the Bank are interest paid to depositors, salaries and benefits tc 
employees and general and administrative expenses. 
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This Bank is the largest private sectoi Bank in the country and well placed in the 
perceptual mind of its customers due to its fast and proper service. 
4.2.2 MARKETING MIX ELEMENTS: 
In this section the seven marketing mix elements of Dashen Bank will be looked into. The 
marketing mix elements as implemented by this bank have been presented next. 
4.2.2.1. Product 
Dashen Bank has different products. These products of the bank include: 
Deposit Accounts" Under this product category the bank provides different schemes of: 
o Demand Deposit 
o Savings Deposit 
o Youth Savings Scheme and 
o Time/fixed deposit to its customers. 
The total amount of saving for the last four years has been shown in the table that follows. 
Table 4.5 Total deposit of DB (in '000 Birr) 
Type of Deposit 2001 2002 2003 2004 
©emandDeposit 236158 , 5343890- ^i4§§m-^j^:r re23Q30 * 
Saving Deposit 532905 737269 1056331 1447756 
Timp Deposit 
Total 
92169 
861232 
60558 
^ 
98728 
-4. '• .|;«.l 
106748 
\ Ji-
1141717 1621386 2177734 
Source: Compiled from annual reports of the Bank 
Loans and Advances: Dashen Bank is offering different loan and advance products to its 
customers. The schemes in the loan and advance product category of the bank include 
o Overdraft facilities 
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o Term Loans 
o Letter of Credit Facilities 
o Merchandise Loans 
o Advance on Import bills 
o Advance against export bills 
o Personal Loans 
Dashen Bank provides these loan products to all economic sectors. The Bank requires 
collaterals in offering loan and advance to its customers. In project financing, the 
collaterals acceptable to the bank include building, chattels, cash collateral and financial 
guarantee. For other loans the bank accepts business mortgage, personal guarantee and 
others. The grace period offered by the bank in case of project financing is six months. 
The eligibility criterion of the Bank for the entire loan schemes includes: 
> Engagement in licensed business and 
> Credit worthiness as measured by the 6-Cs of credit (character, capacity, 
condition, collateral, capital and consultancy). 
The total loans and advances released for different sector of the economy in the last four 
years has been presented in the following table. 
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Table 4.6 Loans and Advances of DB (in '000 Birr) 
Sector/Year 2001 2002 2003 2004 
€AmcuMef:.fMMtf^ 4^:%^t3097 5242"4%^?^^^W2 4t--*'^ 67540 
Manufacturing 174079 239683 339142 383892 
Export 53739 46998 77156 
% Import I \ . ^ ^ i ^ - %ri '* . fis^i1t$i7'3634 81178j:ii..>^5i^$^f^ 
Building & Construction 
if-ii 
t Transport termdoanvv.: "''•'-* t^p£ f 
hi 
Personal loans 
42846 
556 
62330 86303 
82774 
238224 
149432 
8J233,;x r^ : i lW5%^«?- ..18S305., 
688 794 1105 
Loans in litigati^iVvr . « . -^^  -45252 
Loan under reactivation 8118 
62212,'^  J ^ ^ ^ ^ ^ ^ . ;74Q4 
17138 10042 24804 
*'•• ' ZP^J% 
'" Advance o n ¥ i G ^ ^ I« 1 1 «;i^5286 41742 •^ '^  '•'^feWfim 
^^ rr^  5aD96: 
2230 
i'-'^r^^i 
Staff Housing Loan 
^'Total ^ 4 % > . l ^ ^ ijf^;713530 872112^?^ ^^k6$My%Wi234., 
Source compiled from annual reports of the bank 
Services Dashen Bank Share Company provides different types of services to the public 
The ser\ ices provided by the bank are 
o Opening Letters of Ci edit for importers and handling of incoming L/Cs 
o Purchase of outwaid bills 
o Purchasing and Selling of foreign currency denominated notes 
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o Receiving and transferring foreign currency payment by SWIFT 
o Handling incoming and outgoing international letters of guarantee 
o Handling of documents received for collection 
o Handling credit cards on collection basis which is Encashment of VISA and 
MASTER Card credit cards 
o Handling Western Union Money transfers and Local money transfer 
The total income of Dashen bank m the other income and commission category collected 
through these services has been shown in the following table 
Table 4.7 Fee Based Income of DB (in '000 Birr) 
Category/Year 2001 2002 2003 2004 
^ . ^ 3 ^ ^ 
L/C opening Charges 
Gain on Foreign Exchange 
3135 2902 4699 6888 
;^^ 0.,:^ 4rl.^ :.%2i 
17254 17500 21907 32558 
^ * ^•s£ CX 
Investment Income 295 1216 
36547* > MO3S%g^5tm^P'i0JmSS6 
V ^ %" "'< 'I 
Source Compiled from annual reports of the bank 
4.2.2.2. Price 
Interest rates: Dashen Bank, as is the practice in the country, is not free in setting its own 
interest rate for lending and deposit products The National Bank of Ethiopia regulates 
these rates The Bank uses the rates of National Bank of Ethiopia as a minimum floor to 
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pay interest for the savers and charge the borrowers. This Bank is the only Ethiopian bank 
that pays interest on current account savings. The interest for all deposit accounts is 
calculated monthly. The rates paid by the Bank for saving account, charged on loans and 
service charges include: 
o Demand Deposit 1% 
o Savings Deposit 3% 
o Fixed time Deposit 3.1 % - 5% per three months 
o Overdraft, Advance against import bills, and Advance against export bills 7.5% 
o Merchandise loan 8.0% 
On the base of these rates, the Bank's interest income, interest expense and net interest 
income (spread) for the last four years has been shown in the following table. 
Table 4.8 Interest income interest expense & Spread of DB (in '000 Birr). 
Interest Income 69845 77022 82010 116637 
f?4Eterestmpense>'" -\ 7 30521 1 /S5597 , *'^J3058*%sP\i?40763. 
Net Interest Income 39324 41425 51952 75874 
Source: Compiled from annual reports. 
Fee-Based Income: Dashen Bank piovides different national and international services for 
the public From this category the total income of the bank for the last four years was 36 55, 
38.04, 51.81 and 75.39 million Ethiopian Birr for the fiscal 2001, 2002, 2003 and 2004 
respectively. 
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4.2.2.3. Place 
The delivery channel of Dashen Bank to deliver its banking services has been presented in 
this sub section. 
Branches 
a) Local branches: Dashen Bank is providing its products and services to customers 
through its 32 area banks mainly located in the major cities. The bank also has three forex 
bureaus in the capital. 
The bank divides its total area banks into four different grades based on the volume of 
business and profitability registered. These grades are special branch, Grade A, Grade B, 
and Grade C. These four grades accounted for 3.4%, 17.2%, 34.5%, and 49.9% of the 
total area banks respectively at 2004 fiscal. 
b) Foreign Branches: There is no any branch of Dashen bank Share Company operating 
outside the country. All its branches are located in the country only. Dashen Bank has 
only established account maintenance relationship with twelve correspondent banks and 
its overall banking relationship has expanded to 155 SWIFT-connected foreign banks 
located in 54 countries at the end of 2004 fiscal. 
c) Branch opening Process: In opening new branches the bank considers its potential of 
providing quality sei-vice and the business potential of the area. After deciding to open a 
branch, they again follow the suitability and quality of business as a criterion to select a 
specific site to locate their branch. 
4.2.2.4. Promotion 
Dashen Bank uses different methods of promotion to promote its services, its image and 
introduction of new services. Among the methods utilized by the bank the following are 
the major ones. 
Sample Banks of Ethiopia 102 
Advertisement: The Bank is realising its advertisement through means of media and 
Internet. From the media the bank uses tele\'ision. newspaper and radio advertisement. 
They also release news about their performance and technology through Internet. Besides, 
the Bank also uses billboard advertisement on which the name and logo of the bank is 
written especially at the entrance of different cities. 
Personal Selling: Dashen Bank uses this promotion method through the staff of the Bank, 
approaching finance managers of organizations by bank officials and sometimes by using 
customers' word of mouth. 
Publicity: Dashen bank Share Company promotes its services and schemes through this 
method of promotion. In this method the bank uses means like: 
Events: sponsoring sports and cultural events, participation on conferences, seminars, 
exhibitions, and trade fare. 
Public service activities: the Bank supports community affairs by investing time and 
money to specialized causes. 
Publication: Dashen bank publicize through provision of annual reports, preparation of 
brochures for different schemes, release of news through newsletters and magazines. It 
also gives annual calendars and diaries to the public. 
Speeches and news: The bank officials respond to questions from the media and they 
also give talks in different trade associations, seminars and meetings. 
Recognitions: The other factor that contributes to the awareness of the public about the 
bank is the recognition given by national and international agencies. Dashen bank was the 
winner of the Banker of London's Awards four times in a row as "Bank of the year 2001, 
2002, 2003 and 2004 for Ethiopia". 
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The expenditure of the bank for advertisement and publicity for the last four years was 
1,284, 1,233, 1,329 and 1481 thousand Birr in fiscal 2001, 2002, 2003 and 2004 
respectively. 
4.2.2.5. People 
Total number of employees in Dashen Bank in fiscal 2004 was 1051.Among the total 
employees of the bank in fiscal 2003, 7.4% were officers, 53.7% were clerical staff, and 
38.9% were non-clerical staff. The educational level of these employees ranges from 
elementary school education to master level. 
Recruitment and selection: When there is any vacancy to be filled, priority is given to 
internal employees. If it is not possible to fill the post through internal sources, the bank 
posts the vacancy notice to outside sources. This announcement of vacancy for external 
sources is advertised in newspapers or posted in higher education institutions or in the 
town in which the vacancy is available. 
After having enough candidates for the vacancy, the bank conducts initial screening and 
shortlist the candidates. Then, the short listed applicants are invited for interview and/or 
practical examination as the case may be. In selection process the bank also uses 
reference checking from outsiders in case of some jobs. After selecting the best candidate 
for the position, the bank holds induction program for recruits to introduce them to the 
bank's policy, employees and different sections. 
Training: All employees of the bank are eligible for training offered by the Bank. The 
bank is offering on the job training as well as off-the-job training for staff. The duration 
of training by the bank varies from as short as one day to two months duration. The 
contents of the training in most cases emphasises on banking operation and new 
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information technology system. In these contents, aspects like customer service, skill for 
social interaction, marketing aspect and others are included. 
Pay and Benefits: The salary scale of the bank divides the total jobs in 16 different job 
grades. Each job grade has minimum salary and six different steps of increments. The 
total job grade, the starting salary of all job grades, and the increment in each step, and 
maximum payment in each grade has been shown in Appendix 5. 
The employees of Dashen Bank are provided with additional benefits besides their basic 
salary. According to the head of HRM, the bank is offering transport allowances, medical 
treatment allowance, group accidents and life insurance, representation allowance, 
provident fund, acting allowance for temporary assignment, and educational assistance 
for employees to upgrade themselves. 
The total amount of money paid as Salaries and Benefits to employees was 11,410, 
14,123, 18,662, and 23.020 thousand Birr in the year 2001, 2002, 2003 and 2004 
respectively. 
4.2.2.6. Physical Evidence 
Dashen bank is utilizing different tangible clues in its effort to tangiblize services. The 
physical evidences used by the bank include: 
Design of cheque books and brochures: The bank is undertaking year-to-year 
improvement of the design of its different brochures by which the bank introduces its 
products and services to the public. They are also improving the design of their 
chequebook in order to make it more attractive to the customers. 
Decor and layout: The decor and the layout of branches are relatively good. In opening 
its branches, the bank rents a place in the latest buildings that can easily accessed by 
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customers. The installed decors in the branches are new and attractive, and some branches 
have waiting place for customers. 
Electronic and mechanical equipments: Mostly computers support the operation of 
front line people. The offices are also equipped with supporting electronic equipments in 
their operation like fax machine. 
Employees: The employees of the bank are mostly young, well dressed and having 
helpful attitude towards the incoming outsider. 
Logo: The bank is utilizing its name and logo in all its promotions, reports, stationeries, 
formats, in front of their branches, and their vehicles. 
Parking Area: The branches of Dashen Bank located in the capital have shortage of 
parking places for their customers. The research division expert said, that their bank is 
putting utmost effort to provide parking facilities in branches and adequate space for 
queuing in front of the counters. 
Special counters: Dashen Bank does not ha\e differential treatment for its corporate 
customers. There is no special counter or other means to give priority in service for these 
worthy customers. 
Information Desk: In all the branches of the bank there is no information desk or inquiry 
to answer customers query or guide them to different service areas. 
4.2.2.7. Process 
Time: The time required for opening an account is around 30 minutes, withdrawals 2-5 
minutes and to get loan and advances two weeks, hi case of other banking services also 
the total time required is short. 
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System improvement: The bank is trying to reduce the difficulties faced by its customers 
in the service process by undertaking review of the system continuously. In designing its 
improved procedures, the opinion of the staff on pros and cons of the existing procedures 
will be considered. 
Technology: The technological development at the time of its establishment has allov/ed 
the bank to base itself on appropriate technological ground. So, the bank is having 
computer service for its entire front line staff since its establishment. The back office of 
the bank is fully automated, and WAN Connection connects all the branches of the Bank. 
The Bank is also having and note and coin counting machine in all its branches. 
For foreign transfers, the Bank is a member of S WIEFT connection and uses the same to 
transfer money to foreign countries. 
Soft»vare: Recently the bank invested to upgrade its software to the latest version and 
implement the Flux Cube software that helps in providing an efficient banking service. 
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Chapter 5 
SAMPLE BANKS OF INDIA 
In the previous chapter, we have looked into the profile and marketing mix elements 
of sample banks from Ethiopia. It is practically impossible to make comparison 
without presenting the same practice on the other side. Therefore, the profile and 
actual practice in the marketing mix elements of State bank of India and ICICI Bank 
has been presented m this part of the study. The figures in this chapter are given in 
Indian Rupees, which is equivalent to 0.0227 US Dollar (as in September, 2005) and 
the fiscal year of the banks is from April 1^ ' to March 31 of the calendar year. 
5.1. STATE BANK OF INDIA: 
In this first part of the chapter we will look into the profile of SB! and the actual 
practice of how the seven marketing mix elements are performed. 
5.1.1. PROFILE OF STATE BANK OF INDIA 
Establishment: 
The Indian banking system was primarily associated with urban culture. To meet 
national aspirations and serve large masses, the banks had to spread out into rural part 
of the country. Therefore, the Imperial Bank of India was asked to expand its offices in 
rural areas but its approach was lethargic. An act was accordingly passed in May 1955 
and the State Bank of India was constituted on 1 July 1955 by taking over activifies of 
the Imperial Bank of India and all its possessions. The State Bank of India was thus 
bom with a new sense of social purpose aided by the 480 offices comprising branches, 
sub offices and three local head offices inherited from the Imperial Bank. 
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During this transfer RBI took all the shares of the Imperial Bank and the shareholders 
were compensated. At the time of its establishment the bank took over authorized capital 
of Rs. 112.5 million and reserve of Rs. 60.7 million. 
Then, State bank of India was mainly concentrating on introducing banking services to 
different areas by opening its branches and putting more effort in expanding banking and 
credit for the rural section of the society. 
The concept of banking as mere repositories of the community's savings and lenders to 
creditworthy parties was soon to give way to the concept of purposeful banking sub 
serving the growing and diversified financial needs of planned economic development. 
The State Bank of India was destined to act as the pacesetter in this respect and lead the 
Indian banking system into the exciting field of national development. 
Besides fulfilling this social responsibility and commercial banking activities the State 
Bank of India was allowed to act as an agent of the Reserve Bank of India in the areas 
where its branches were located and was handling activities of paying, receiving, 
collecting and remitting money and securities on behalf of government 
Development: 
As part of its proposal for strengthening the structural base of the banking system, All 
Indian Rural Credit Survey Committee again proposed the integration of some state 
associated banks with SBI. Accordingly, the State Bank of India subsidiary banks Act was 
passed in 1959 and eight major state associated banks were regarded as subsidiaries of the 
State Bank of India. 
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State Bank of India has been the largest commercial bank in India in terms of its profits, 
assets, deposits, branches and number of employees. It plays a pivotal role in providing 
working capital and term finance to the Indian industry. 
SBI also participates in the international banking business. This bank is increasing the 
scope of its international presence by taking over banks and opening its branches abroad. 
International banking service of SBI are delivered through a network of 54 
offices/branches in 28 countries spread over all time zones at fiscal 2004. The SBI 
intemafional banking group delivers the full range of cross-border finance solutions 
through its four wings of the domestic division, the foreign office division, the foreign 
department and the international services division. 
Over the years the bank has expanded the range of its offerings to include investment 
banking, asset management, gilts trading, factoring, credit cards, insurance and other 
services. 
Present status: 
The bank has formalized all arrangements for its new technology platform for branch 
operations, treasury business and risk management. The bank had a total income of Rs. 
380729.53 million of which 76124.61 million was from other income in fiscal 2004. In 
this same period, the net profit of the bank was 36810 million rupees. The total assets of 
the Bank from the year 2001 to 2004 stand at 3156442.10, 3482282.48, 3758764983.00 
and 40781.50 million Indian rupees respecfively. 
The bank is fast growing into a technology driven bank. A state of the art core banking 
solution has been idenfified, Internet banking service has been further expanded, and all 
the branches of the bank are driven by computerized systems. 
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Established with 480 branches and authorized capital of 112.50 million rupees the bank's 
growth is significant in which it has reached to the level of the largest bank of the country. 
This bank had the market share of 18.75% and 16.87% in deposit and advance 
respectively in the fiscal 2004. The total number of employees and branches of the bank 
also reached to 207,039 and 9,034 respectively. This bank is also leading in the total 
number of ATMs installed throughout the country. It had 2760 ATMs in the year 2004 
across the country catering to more than 1.8 million ATM cardholders. 
For administrative purpose the Bank is divided into 13 circles headed by Chief General 
Manager. The circles are divided into different Zones headed by Deputy General 
Managers. Zone offices further divided into regions lead by Regional Managers. 
5.1.2. MARKETING MIX ELEMENTS: 
5.1.2.1. Product 
State Bank of India is offering different products for the satisfaction of its customers. The 
different products offered by the bank include: 
Deposits Accounts: SBI's schemes within this product class are: 
o Saving account 
o Saving Plus Account: In this scheme customers have the option to earn interest at 
term deposit rate on balances exceeding a predetermined limit. 
o Term deposits 
o Senior citizen scheme: Citizens with age of sixty years or above are eligible. 
o Gold Deposit 
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o NRI Banking: The Bank's deposit schemes for non-resident Indians include: 
saving bank account, current account, term deposits, special term deposit, 
recurring deposit, and cash certificates. 
Total deposit of the Bank for the last four years has been shown in the following table. 
Table 5.1 Deposit of SBI (in 'million Rupees) 
Description 2001 2002 2003 2004 
} 'Demandbep6sit*v.' ^ ^ ' t 4 0 3 2 8 h y 1:423,128 , 447724 'I -.502908 ' 
Saving Bank Deposit 478934 563964 657827 795959 
•, .Term DepositH< . • j ^ ' . 1546069J'J^ 17.18510-' Xi06S2^'A;MS7B2O\-
Total 2428284 2705602 2961233 3186187 
Source: Compiled from annual reports of the bank. 
Loan and Advances: 
State Bank of India's loans and advances schemes offered to both corporate and retail 
customers include: 
o Working capital finance 
o Project Finance 
o Corporate term loans 
o Structured finance: involves assembling unique credit configurations to meet the 
complex fund requirements of large industrial and infrastructure projects. 
o Dealer Finance: It is financial support to the corporate distribution networks. 
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o Channel Financing: It ensures the immediate realization of sales proceeds for the 
client's suppliers. 
o Bill financing 
o Cash Credit for Traders: SBI cash credit can be in the form of a running account, 
similar to an overdraft. 
o Term loan for Asset Acquisition 
o Letters of credit 
o General Purpose Term Loan 
o Liberalized credit for SSI: SBI extends production-linked credit facilities to small-
scale industries, ancillary industrial units and village and cottage industrial units 
on liberal terms and conditions. 
o Entrepreneur scheme: SBI grants financial assistance to technically qualified, 
trained and experienced entrepreneurs for setting up new viable industrial 
projects. 
o Equity Fund Scheme: Under this scheme, the SBI grants financial assistance to 
entrepreneurs who are not able to meet their share of equity fully. 
o Stree Shakti Package: It is a scheme aimed at supporting entrepreneurship among 
women by providing certain concessions. 
o SME credit plus 
o Retail trade: SBI extends loans to retail traders who act as vital link between the 
manufacturers and consumer. 
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o Professional and self employed persons: Individuals who qualify for this scheme 
include medical professionals, chartered accountants, lawyers, management 
consultants, and any body trained in any art or craft with degree or diploma. 
o Business enterprise; An individual or firm who has established a business venture 
for the purpose of providing any service like restaurant, Xerox centre, computer 
centre, and STD booths are eligible for this scheme. 
o Transport Operators: Under this scheme the bank offers working capital products 
as well as term loans for purchase of vehicles. 
o Small Business Credit Card 
o Auto Clean Financing: This scheme has been introduced for the purpose of 
conversion of petrol-operated vehicles to CNG/LPG operated vehicles. 
o Rent Plus: This facility is a term loan given to residential building and commercial 
properties in rural/semi urban/urban/metro areas which are to be rented or already 
rented to MNCs /banks/large and medium size corporate. 
o Gold loan to Domestic industiy 
o Gold to Jewellery Exporters 
o Housing Finance 
o Educational loan: This term loan is guaranteed to Indian nationals for pursuing 
higher education in India or abroad. 
o Pensioners loan 
o Teacher scheme 
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o Mortgage loan 
o Personal loan and 
o Festival loan 
With these different schemes the bank extends loans and advances to different sectors. The 
type and amount of loans and advances of the Bank for the last four years has been shown 
in the following table. 
Table 5.2 Total advance of SBI (in million rupees) 
Description 2001 2002 2003 2004 
Cash credits, overdrafts 611972 641784 691168 693285 
and loans 
-~3£ s^?? ~w;- i^^ 
•«Tenn loans^^-^^P'';!, >• " ' 395531 
%^^ '^"^-^^ ^ ^ « # ^ ^ C ^ ^ %^'^ * ^ ^ ^ ^ ^ 
Totals 1135903 
45072?;- W4^M7,^ :''^373f465 
1208065 1377584 1579336 
Somce Compiled from annual reports of the bank. 
Fee Based services: 
State Bank of India offers different services to its customers. Besides its business of 
deposit and lending the following are the types of sei-vices offered by the bank. 
o Fund Transfer 
o DEMAT ser^'ices (Depository Participant service): Depository is an organization, 
which handles clients' securities in the form of electronic book entries 
Sample Banks of India 122 
o ATMs 
o Internet banking service 
o Safe deposit locker 
o Rupee Travellers Cheque 
o Gift Cheque: SBI sells gift cheque for the customer who wants to give gift. 
o Tele Banking 
o Personal Banking-Cash Plus; This cash plus facility allows the customer to 
provide online access to saving or current account, tie up with Master card 
international and can be used at merchant establishments in India displaying 
Mastro logo. 
o SMART Gold Card: It is SBI- Indian Oil Company co-branded smart card. The 
customer can store the value of money in the form of e-purse and can spend the 
amount at any of the IOC outlets or other establishments. 
o e-pay: SBI allows customers to pay their bill of telephone, mobile, electricity, 
insurance and credit card electronically. 
o Government accounts 
o Public provident fund 
o Government securities 
o quipment Leasing: The bank arranges lease arrangements as stand-alone contracts 
or as a part of a structured package. 
o Loan Syndication 
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o Project UPTECH SBI: The banks consultancy service cell provides consultancy 
service for technology up gradation of small-scale industries. 
o Cash management product 
o Bank Guarantees 
o VISA Credit Card: SBI is the largest issuer of VISA credit cards and the number 
of cards has crossed the 1 million mark. 
By providing all these services the Bank's total income is increasing from time to time. 
The different income titles and total income acquired from these fee-based services has 
been shown below. 
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Table 5.3 Other income of the SBI (in 'million Rupees) 
Income category 2001 2002 2003 2004 
t "brokeiif 
missio&vilexcha&ge^rpf^t r 26324.fJ .>28165 ;. 4.29773 "' Ie31207 . 
Profit on sale of investment 3419 3516 16946 30735 
' 'Profit 'onexchangf%i^tr^^;fe3035/^"!^ f *;4076.> "'^"4636- ( ; | \5030 v 
Income earned as dividend 770 1027 1372 1613 
Lease income h'-lM*^:-'^iirjM^572 <.i, r •,2668'' . ;hf.2207iT 4 1725- -
Miscellaneous income 2709 2292 2468 5815 
Total ^ '^;^  ^A|^{|^'L^:l^?>":' '38829 ^V.;;:i}ta4?/''f''57402 f^ 1.761^5. 
Source: Compiled from annual reports of the bank. 
5.1.2.2. Price 
Interest: 
The prime lending rate of SBI reduced from 12% to 11.5% in February 2001, to 11% in 
April 2002, to 10.75% in November 2002, to 10.50% in May 2003. As per RBI directive 
the Bank adopted Bench Mark Prime Lending Rate with effect from 1st January 2004 that 
was fixed at 10.25%. 
The interest rate paid on deposit by the bank is 3.5%) on saving account and its rate for 
term deposit is 4.5%, 5%, 5.25%, 5.5%, 5.75%, and 6% for the deposit of 15 to 45 days, 
46 to 179 days, 180 days to lyear, lyear to 2years, 2years to 3years, and above 3 years 
respectively. In this same account the bank is paying interest of 3.9%) for deposit of lyear 
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to 2>ears, 4 7% for deposit of 2 years to 3 years, and 5.4% for deposit of above three 
\eais for its NRI customers. 
By charging and paying these interest rates the interest income and interest expense of the 
bank has been shown in the following table. 
Table 5.4 Interest income and interest expense of SBI (in million rupees). 
Description 2001 2002 2003 2004 
Interest Incbme''/ f 261386 f-* # 298il0rr;f . ; j®| |)8tl0 "^ '~* ^ 3 0 ^ 0 5 ' ? ! ! : 
•VS»~ 
Interest Expense 177560 207288 211095 192742 
Source: Annual reports of the Bank. 
Income from services: 
State Bank of India's non-interest income stands at 38830.38, 41744.85, 57402.61 and 
76124.61 million rupees respectively for the year 2001, 2002,2003 and 2004. 
5.1.2.3. Place 
SBI is providing its services to the wide customer base through different delivery 
channels The chamiels used by the Bank for delivering its services have been presented 
next 
Branch: 
SBI has the largest network of branches in the country. Its presence in international 
market is also significant. The local branches, foreign branches and branch opening 
procedure of this Bank have been looked in to next. 
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a) Local Branches: At end-March 2004, the National Banking Group had 14 
administrative Circles encompassing a network of 9,034 branches, three sub-offices, 10 
exchange bureaus, 90 satellite offices and 658 extension counters to reach out customers. 
The total branches of the Bank are divided into three different divisions on the basis of 
the intensity of their business. These are Assistant General Manager, Chief Manager and 
Manager Branches. The branches are given these statuses if their business size is greater 
than 1.5 billion, between 500 million to 1.5 billion, and less than 500 million respectively. 
b) Foreign Branches & offices: 
As on 31.3.2004, the Bank had a network of 54 overseas offices spread over 28 countries 
covering all time zones and maintains comprehensive correspondent relationship with 533 
banks in 124 countries. 
c). Branch opening process: 
The Bank was established with the social objective of providing banking service to the 
large community of the country. Accordingly, State Bank of India has extended its 
branches to rural and semi urban areas and covers most part of India. 
Presently due to the structural adjustment program of the bank new branches are opened 
and some of the old ones are closed. Accordingly in 2004, 36 new branches were opened 
and 30 branches were closed by merger with nearby branches or by conversion to satellite 
offices. 
ATMs: 
At the end of fiscal 2004 the bank had 2760 ATMs. On its ATM network there were 3814 
ATMs including 1054 ATMs of its 7 Associate Banks. These ATMs are located in 1210 
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centres spread across the length and breadth of the country. The Bank has also entered 
into agreement of sharing ATM network with Indian Bank, UTI Bank and HDFC Bank 
for wider coverage. 
Internet Banking: 
The bank introduced the Internet banking service for its retail customers in July 2001. 
The Bank also provides customised products through Corporate Internet Banking to large 
corporate. Internet Banking has acquired real-time transaction processing capability. As 
on 31st March 2004, 1,110 branches provided Internet banking service covering over 300 
centres. 
Tele-Banking: 
Tele Banking is a value added service to retail and corporate customers, which support 
transactional requests. Through this channel the bank provides different information to 
the customers and also handles their queries. Tele banking facility has been extended to 
593 branches and Remote-Login to 269 branches as on March 31, 2004. 
5.1.2.4. Promotion 
State bank of India promotes its products and services through different methods. The 
methods utilised by the bank include: 
a) Advertisement: The Bank advertises through means of all national television, radio, 
newspaper, Internet and different journals. State Bank of India also has hoardings at 
important junctions of cities and in front of different branches within the city. 
b) Personal Selling: All the employees responsible for different sections try to promote 
their services and influence the attitude of the customer by telling something good about 
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their bank. The branch managers are also trying to approach and convince individuals and 
institutions about the level of their performance and the benefit of their peculiar services. 
c) Publicity: In publicizing the services provided by the bank it uses the following 
vehicles. 
Media: The officers of the bank provide different news for media about their bank. They 
also deliver speech that praises their bank and its performance on different functions and 
occasions organized like trade fair, symposiums and exhibitions. The public relation 
section also releases news to customers through Internet and media. 
Public service activities: The Bank is widely involved in providing money and material 
assistance for different sections of the community and sponsoring different functions and 
developmental activities. The circles, regional offices and branches in different areas give 
assistance and contribution for social welfare and different social organizations. 
Publications: The bank publicizes its different schemes and performance by releasing 
brochures, annual report, a quarterly in-house magazine of State Bank Group, bulletins 
from different circles, monthly review from corporate office, and newsletter from 
customer care unit. Through these bulletin and magazines, the bank publicizes the 
contribution made by the bank for different social groups, the high performing and prize-
winning branches and individual employees in different parameters. It also provides 
calendars up on which the logo of the Bank is stamped. 
The expenditure of the bank for promotion stands at 303858, 243217, 344449 and 673628 
thousand rupees in fiscal 2001, 2002, 2003, and 2004 respectively. 
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5.1.2.5. People 
The Bank had total staff strength of 207,039 as on 31st March 2004. Of this 28.71% were 
officers, 46.17% clerical staff and the remainmg 25.12% belonged to sub-staff The 
composition of total staff for the last three years has been shown in the following table. 
Table 5.5 Distribution of total staff of SBI from 2002-2004 
r Officers?« 
Clerical Staff 
Total 
2002 
53413 
102427 
53622 -
2003 
57474 
98438 
2004 
95590 
53086 ,^^mMM 
209,462 208,998 207,039 
Source; Compiled from annual reports of the bank. 
Recruitment and Selection: The recruitment procedure of the bank involves advertising 
all vacancies through media and accepting application from applicants. Then the officers 
of the bank select the candidate for the vacancy on the basis of competition, merit and 
interview. 
In the fiscal 2003, the bank constituted an independent recruitment department and 
appointed an international consultant for review and revamp of the recruitment policy. 
In 2004, State Bank of India undertook campus communication in order to attract the best 
talent to the Bank and started campus recruitment to induct professionals for some of the 
identified skilled jobs. In the area of scheduled caste/scheduled tribe also the bank 
undertook different measures to maintain their representation. 
Training: State Bank of India has its own college, academy and training centre to train 
Its employees. The training institutions like State Bank Staff College, State Bank 
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Academy, State Bank Institute of Information and Communication Management, State 
Bank Institute of Rural Development and 46 Staff Training Centers spread across the 
country are focused on creation and development of skills relevant to the future of the 
bank. 
The training program of the bank covers all the products and complete working system 
and procedures of the bank. The Bank's performance in the area of training includes: 
> Implementation of e-learning solution at State Bank Academy 
> Collaboration of the banks training establishments with reputed training and 
management institutes. 
> Scheme for recognition and reward of best trainer at the apex level 
> The "best satellite center" was introduced in 2002 in the area of computer training 
program. 
> Setting up an advisory council for enhancing the efficiency of the banks' training 
system. 
The Bank is also continuously organizing many training programs, workshops, seminars, 
meetings and competitions for the workers. These are in the areas of teaching the official 
language, and introducing different changes undertaken by the bank. 
Benefits to employees: State Bank of India offers salary compensation and benefits to its 
employees. Besides their basic pay, the workers of the bank are provided with different 
benefit packages. The officers of the Bank gets unlimited medical allowance, petrol 
allowance, housing lease, cleansing, entertainment, curtains, newspaper, electric, 
furniture and electric equipment allowances. The officers in the higher category are also 
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provided with car from the bank and offered with additional servant allowance. The 
workers in the clerical category are provided with convenience allowance. 
The Bank's expense for Payments to and Provisions for Employees for the year 2001, 
2002, 2003 and 2004 stands at 60116.5, 51527.8, 56887.2 and 64476.9 milHon rupees 
respectively. 
5.1.2.6. Physical Evidence: 
Banking service is generally intangible. Therefore, SBl uses different tangible physical 
evidences to tangiblise its services. The tangibles utilized by State Bank of India include: 
Logo: The bank is utilizing its logo on every promotion, billboard, in front of branches, 
report, and brochures of the bank. The Bank also stamps the logo on different news 
letters and bulletins issued like the in-house journal, monthly review and others. 
Brochures: The Bank has brochures with different design for different schemes. The 
Bank is continuously improving the style of its brochures. 
Internal signs: The Bank has guiding signs within metro branches. The customers are 
guided with these written indicators to different service areas. In some branches they also 
write some important information on the wall like the type of deposit schemes, interest 
rate paid on deposit, minimum balance requirement, type of loans and others. 
Electronic equipments: The employees in the bank use computers for their operation. In 
most of the branches they are also having passbook posting machines. 
Employees: Total number of staff in branches is high and most of them are aged and 
experienced. The attitude of the employees in providing help for customers is weak. 
Information Desk: The Bank provides information for outsiders in its head offices. In 
other branches, information desk to help customers is not available. 
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Branches: The buildings in which the branches are located are old and suffered from 
lack of maintenance especially in rural and semi urban branches. The Branches of this 
bank in these areas are overcrowded, having no place for waiting, formats hanged on the 
wall and other things not placed properly. The inside of the branches are not attractive 
due to small size, improper partitions and the way materials are placed. 
Presently the bank is undertaking renovation of branches. This initiative of maintaining 
and renovating branches under the title of phase lifting is undertaken by the bank with the 
objective of making branches attractive and comfortable to the customers. 
5.1.2.7. Process 
Time: The cash deposit and withdrawal in branches takes 10-60 minutes. The time varies 
based on the total number of people waiting for service in the branch. Especially morning 
hours, the crowed is too high that results to be in queue for long hours. In using the 
ATMs also it needs more time as mostly there are people waiting for service. 
Customer service: The customer service in the bank is not good in relative sense. The 
employees of the bank are not cooperative and helpful in resolving the demand of their 
customers. Most of them shows a take it or leave it attitude. 
Electronic Equipments: State Bank of India uses computers for front line employees 
and back office and passbook posting machines. 
Technological Devices: State Bank of India has introduced different technological 
outcomes that have been contributing to reduce mental hassle, physical efforts and time 
required to acquire services. By doing this developments continuously the progresses 
recorded include; 'Exim Bills' software, fully computerised branches, Remote login, 
Telebanking, SWIFT Network, SBI home page, Internet Banking, Project e-recon, 
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different in-house software for conducting of government transaction in branches and for 
electronic reporting of transactions, e-pay, Core Banking, single window services, online 
Tax Accounting Software, help lines at all its 14 LHOs with toll free numbers, Business 
Process Reengineering Project, SBI Express, and a Code of Fair Banking Practice. 
5.2. ICICI BANK 
As it has been done for SBI in the previous part the profile and marketing mix elements of 
ICICI Bank will be presented next. 
5.2.1 PROFILE OF ICICI BANK: 
Establishment: 
In 1955 the Industrial Credit and Investment Corporation of India Limited (ICICI), an 
Indian financial institution, incorporated at the initiative of the World Bank, the 
government of India and representatives of Indian industry, with the objective of creating 
a development financial institution for providing medium-term and long-term project 
financing to Indian industries. ICICI transformed its business from a development 
financial insfitution to a diversified financial services group offering a wide variety of 
products and services, both directly and through a number of subsidiaries and affiliates. 
On the ground of this transformation ICICI Bank was originally promoted in 1994 and 
then set up in 1996. 
Development: 
Their strategic initiatives over the years have lead to their position today as the second 
largest bank in India providing banking and other financial services to corporate and retail 
customers. Their pioneering new approaches to banking and their focus on extending the 
availability of technology-driven convenience to a large customer base have resulted in 
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rapid business growth. They have achieved leadership positions across diverse businesses, 
from retail credit to life insurance. ICICI Bank offers a wide range of banking products 
and financial services to corporate and retail customers through a variety of delivery 
channels and through its specialized subsidiaries and affiliates in the areas of investment 
banking, life and non-life insurance, venture capital, asset management and information 
technology. They have completed their transformational change from a single product 
financial service company to a universal bank. 
ICICI Bank acquired Bank of Madura Limited in 2001 and merged with its parent ICICI 
limited in 2002. The bank intends continuously to expand its fee businesses, asset 
management and asset Securitisation business. The bank has a policy of developing the 
project finance appraisal and management skills cultivated by former ICICI. The 
technology group, a department of ICICI Bank Limited, aims at assisting innovafive 
projects to develop new technologies, products and processes and promote clean and 
efficient technologies. 
ICICI today serves growing customer base of more than 10 million customer accounts 
through a multi-channel access network. It also offers a variety of investment options 
comprising of its own and third party products. 
ICICI Bank's equity shares are listed in India on stock exchange market at Bombay Stock 
exchange and National Stock Exchange and its American Depository Receipts are listed 
on New York Stock Exchange. 
ICICI Bank set up its international banking group in fiscal 2002 to cater to the cross-
border needs of clients and leverage on its domestic banking strengths to offer products 
internationally. They commenced their internafional foray in key target geographies. 
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ICICI Bank currently has subsidiaries in the United Kingdom and Canada, branches in 
Singapore and Bahrain and representative offices in the United States, China, United Arab 
Emirates and Bangladesh. 
Present operation; 
The total asset of ICICI Bank stood at 197, 10411, 1068, and 1252 billion Indian Rupees 
in the year 2001, 2002, 2003, and 2004 respectively. ICICI Bank has a network of about 
535 branches and extension counters and over 2000 ATMs. 
ICICI Bank had three major activities of corporate banking, retail banking and treasury 
operations. In corporate banking the company's primary goal is to build a strong asset 
portfolio consisting mainly of working capital and long-term loans to large well 
established Indian corporations as well as to select middle market companies in growth 
industries. The retail products and services include payroll accounts, on line bill payment 
and remittance facilities, credit cards, debit cards, smart cards, depository share accounts, 
retail loans against time deposits, and loans against shares. The company treasury division 
is engaged in domestic and foreign exchange operations. 
ICICI Bank had identified retail credit as a key area of opportunity. In fiscal 2003, they 
rapidly strengthened their position in the retail credit market, with continuing innovations 
in product design, marketing and distribution. They expanded their presence to new 
locations and increased the depth of their penetration in the existing markets. They swiftly 
moved ahead of the competition, emerging as the market leader in retail credit in India. 
Following a life stage segmentation strategy, ICICI Bank offers differentiated liability 
products to various categories of customers depending on their age group. ICICI Bank has 
- Q 
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further micro segmented various categories of customers in order to offer products 
catering to specific needs of each customer segment. 
In their operation, they would like to get feed back through their 24 hour customer care 
number, e-mail, branches and written letter. They provide all these addresses on the 
customer care column of their website. The customer receives a unique reference number 
for his complaint and they promise the response for the complaint within 48 hours. 
5.2.2 MARKETING MIX ELEMENTS 
Following the organization in the previous part, the seven marketing mix elements of 
ICICI Bank have been presented in this section. 
5.2.2.1. Products 
ICICI Bank is offering different saving, loan and advance, and fee based services to its 
customers. Among the products and services offered by the bank the following are the 
main ones. 
Deposit Products: The schemes of ICICI Bank in deposit account category include: 
o Online Saving Account: The ICICI Bank Ncash debit card is a debit-cum-ATM 
card providing the client with the convenience of acceptance at merchant 
establishments and cash withdrawals at ATMs. 
o Special saving Account 
o Recurring Deposit 
o Women's Account: Resident Indian female or joint accounts with women as the 
first holder are eligible for the account, 
o Senior Citizens Account: The deposit scheme of the bank provides different 
advantages to the senior citizens eligible for the scheme. 
Sample Banks of India 137 
o Salary Account: In this scheme the process of drawing cheques for salaries is 
replaced by sending a single file to the bank and the amount is directly credited into 
the employees account 
o Young Star: Young star is a banking service for children, aged 1 day- 18 years. 
o Current Account 
o Made 2 Order Current Account: This current account allows the customer to have 
customized current account based on business requirement. 
o Roaming Current Account: This account travels the distance with the business of 
the customer. The customer can access his accounts at over all the networked 
branches of the bank across the country. 
o Fixed Deposit 
o Easy Fixed Deposit scheme: This scheme has two options of easy withdrawal and 
easy loan. A customer has to opt for one of these options at the time of opening the 
account. 
With these deposit products the Bank deposited large sum of money from its customers. 
The distribution of the deposit for the last four years is presented in the following table 
Table 5.6 Deposit of ICICI Bank (in million rupees) 
Description 2001 2002 2003 2004 
«.#iMmfosit,f .;a6im%fep7»i%» 
Saving Deposit 18806 24970 37932 83720 
Total 163782 320852 481693 681086 
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Loan Products: The following are the different loan schemes provided by ICICI Bank. 
o Home Loan 
o Personal Loans: This loan is for salaried and self-employed individuals. 
o Construction Equipment Loan: The bank is having tie-up with leading construction 
equipment manufacturers and the products are customized from new entrepreneur 
to large business houses. 
o Car Loan 
o Car overdraft Product: This converts the car of the customer into cash, 
o Two Wheelers Loan: ICICI Bank finance facility available for all two wheelers 
ranging from mopeds to motorbikes, 
o Corporate loan: Available in different form and adjusted according to the need of 
the corporate customers, 
o Loans against Securities: With this scheme what the customer needs to do is pledge 
his securities in favour of ICICI Bank and the bank grant the client overdraft facility 
up to the value determined on the basis of securities pledged. 
The amount of money provided by the bank as loans and advances for the last four years 
has been shown in the following table. 
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Table 5.7. Loans and Advance of ICICI Bank (In million Rupees) 
Description 
Bills Purchased & 
' Discounted . • 
Cash credits, overdrafts and 
loans repayable on demand 
Term Loans 
2001 
10870 
49709 
2002 
16541 
24025 
2003 
4376 
31340 
2004 
12309 
60979 
9735 421477 
8306 
489028 534286 
8049 13382 Securitisation, Finance lease _ 
& Higher purchase 
receivables 
Total 70314 .470349 . ^; 5327$>3 " 620956 
Source: Compiled from annual reports. 
Services; The fee based services offered by ICICI Bank are: 
o Internet Banking 
o An Escrow Account: It refers to assets or revenue streams held in safe custody as 
safety against a contingent situation of non-fulfilment of a contract. 
o Real Time Gross Settlement: It is a payment system in which both processing and 
final settlement of funds transfer instructions takes place continuously in real 
time. 
o Cheque Referral process: This service is for cheques issued by the corporate 
customers, which could not be cleared, as they are technically deficient. 
o Mobile Banking 
o ICICI Bank Phone banking: 
o ATM 
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o ICICI Bank Debit card: With ICICI Bank Debit card the customer can shop using 
VISA electronics online debit program, 
o ICICI Investment: The investment alternatives in ICICI Bank are Bond, 
Government of India Bonds, Mutual Funds, Initial Public Offerings and ICICI 
Pure Gold. 
o Corporate on-line services: The online services for corporate clients includes 
Internet Banking, Forex On-line, Debit On-line and Trade services. 
o Cash Management online: Customized daily transaction reports and w^eb-enabled 
reports are offered regularly to clients, 
o Government Banking: The online services under this product category include 
eFiling, bills payment and online taxes. 
o ICICI Bank Travel card 
The Bank collects fees on account of providing the above services that significantly 
increase the net profit. The figure included in the other income category of the company's 
statement and the specific titles of the income have been provided in the following table. 
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Table 5.8 Other income of the bank from 2001-2004 (in million rupees) 
Income Category !/ - /•T200l.'>:^);:-2002:f$^'._7:00?^^' '2004'"; 
Commission, exchange & 1395 2298 7918 10718 
brokerage 
Profit on sale of investment 192 3057 .:• 4923 12216 
:<'''' ^ r ' "< 
Profit/loss on revaluation of 138 (146) 1.1 
investment 
: Profit/loss on sale df land, / t / > f c ) ll^H^M) £ . (65) ^ XSi)^ 
. bmldmg & other assets . ^ «"• \ «.,; ' . . ' sV 'vJ / ; - 'V'l— ' "!:*/, < ^ '-'': 
Profit on exchange 416 373 102 1926 
transaction 
Income earned as dividend - - . -•• -"--.v- - i? ,= 1094•;..-. 1262'-
Miscellaneous income 63 165 5704 4529 
« - ' . - - . : " , , .'-"' -:-. , -r . ^ •, - • -
;• Total •^.•' / ' : / •?!2202.7 '^>.:574(5.4/;-<-<:19677-.l - ' 3 0 6 4 9 ' ' 
Source: Compiled from annual reports of the bank. 
5.2.2.2. Pricing 
Interest: 
On the background of the national phenomena of decreasing interest rates, ICICI Bank has 
also re\ised the previously existing rates. Some of these revisions are ICICI Bank 
Benchmark Prime Lending Rate of Interest on new loans and an advance is determined 
with reference to ICICI Bank's Benchmark Prime Lending Rate. The lending rates 
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comprise I-BAR, term premium and transaction-specific credit and other charges. I-BAR 
is 10.50% payable monthly with effect from November 17, 2004. ICICI Bank has also 
approached the RBI for permission to introduce a sector-wise prime lending rate structure. 
The interest rate for savings account is 3.50% and for senior citizens it is 4%. The Bank 
has also revised its interest rate on term deposits of less than 10 million rupees. This 
revised interest rate of the bank effective from November 17, 04 for various maturity 
buckets has been given in the following tables. 
Table 5.9, Domestic Interest rates of ICICI Bank for Term Deposit 
Description Less than Rs. 1.5 million Rs. 1.5 million & above 
but less than 10.0 million 
Maturity Period . Retail Senior, NRI; 'Retail , Senidrf^ ;.,' ^i^JRI 
Citizen , ,-^  '•" *:"", '•' ^ •CitizeJft-;t-! >>>*'•. 
7-14 days N.A N.A N.A 3.75% 4.25% 3.75% 
f-yr5sh;days>}Cr' J '^3.00% 3.50% 3.00%. 'km% '4.50% .,4.00% 
46-60 days 3.25% 3.75% 3.25% 4.50% 5.00% 4.50% 
61-90 days • ' f3':50% 4.00% 3.50%- ^4.50% 5.00% 4.50% 
91-180 days 4.5% 5.00% 4.50% 4.75% 5.25% 4.75% 
J;, ISOdaysto.lyear -5 ' .00% 5.50% 5,.00% . ;5,0'0% 6.00% 5.00% 
1 year to 3 year 5.50% 6.00% 5.50% 5.50% 6.25% 5.50% 
; 3 years to 5 year 5.75% 6.25% 5.75% ..5.75% 6.75%.. -5.75% 
5yeartol0years 6.25% 6.75% 6.25% 6.25% 7.27% 6.25% 
Source: Compiled from ICICI Bank interest rate tables of different schemes. 
2003 
93681 
79440 
2004 
!.88940 
70153 
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On the base of the above interest rates the bank's total interest income and interest 
expense for the last consecutive four years has been presented in the following table. 
Table 5.10 Interest Income and Interest Expense (in million Rupees) 
Description 2001 2002 
r '^Intefestincome:^ '--^  •• ' 1242S^*\S2f5ia | 
Interest expense 8377 15589 
• • ''SJt "^ " r.>.* 
"^tg^iikr*. t iHLonn. 4(144,-
Source: Compiled from annual reports. 
Other Income from services: 
The income of ICICI Bank from ancillary and other services in the other income category 
was 2203.40, 5746.60, 19677.74 and 30649.23 million rupees for the years 2001 2002, 
2003 and 2004 respectively. 
5.2.2.3. Place 
The Bank serves its large customer base of more than 10 million customers' accounts 
through a multi-channel delivery network of branches, ATMs, call centres and Internet 
banking. With these services one can access the various services the bank is offermg at 
any time, anywhere, and from anyplace. This distribution strategy offers not only 
enhanced convenience and mobility to the customer but also supports the customers' 
acquisition and channel migration efforts. 
Sample Banks of India 144 
Branches: 
a) Local Branches: ICICI Bank has a total of 535 branches and extension counters spread 
across the country. The total branches of the bank are divided into three categories of A, B 
and C based on the total amount of business they are transacting with. 
b) Foreign Branches: The bank is having 12 branches and offices outside India. These 
offices are in the form of wholly owned subsidiaries, an Offshore Banking Branch, an 
Offshore Banking Unit, and representative offices. ICICI Bank also maintains 
correspondent relationship with foreign banks. 
c) Branch opening process: In opening new branches the bank undertakes survey of the 
market regarding its potential, type of customers and other factors. If the result of the 
survey is positive, the bank opens its branch in that particular city. In opening its branch, 
the bank mostly prefers the specific site where the number of current account users is 
high. 
ATMs: 
ICICI Bank is having more than 2000 ATMs to serve its customers. ICICI Bank has also 
pioneered the concept of mobile ATMs, bulk deposit, ATM for visually challenged and 
full statement printer ATMs. Besides, ICICI Bank has entered into an agreement with 
Andhra Bank and Federal Bank to share their ATM network. By this agreement customer 
holding ICICI Bank Debit-Cum card can use the ATMs of partner banks for cash 
withdrawal and balance inquiry. 
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Internet Banking: 
Customers of ICICI Bank can undertake all their banking transactions on the Internet. 
This service is open to all customers of the bank. The Bank's Internet banking customers 
can also pay their bills for more than 45 billers and shop on 85 online shopping portals. 
Phone Banking: 
Customers can access ICICI Bank through telephone by calling their call centre across the 
country. The call centre handles more than 2.5 million customer contacts per month. 
Mobile Banking: 
ICICI Bank's mobile banking services provide the latest information on account balances, 
previous transactions, credit card, outstanding and payment status, and allow customers to 
request a chequebook or account statement. ICICI Bank has now extended its mobile 
banking services to all cellular service providers across the country and NRI customers in 
United States, United Kingdom, Middle East and Singapore. 
5.2.2.4. Promotion 
ICICI Bank uses different promotion methods to promote its products and services. 
Through these promotion methods the Bank is promoting its newly introduced services, 
level of operation, technology level and international operations. The different methods 
utilized by the Bank have been presented next. 
a. Advertisement: ICICI Bank advertises its different schemes through print media. Some 
of the means through which it advertises its services includes newspaper, different 
financial magazines, and magazines issued by different societies. 
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ICICI Bank also uses electronic media. The bank advertises its products and services, its 
distribution channels, the size of their customers, their international presence, key 
activities performed and its main area of business through Internet, television and radio. 
b. Personal selling: The methods of personal selling of ICICI Bank include Field Officer 
Sales, bank employees and satisfied customers. 
Field Officer Sales: To promote the features and benefits of different schemes and 
services to the public, ICICI Bank has employees with the job title of Field officers Sales. 
They explain the benefits of different schemes by moving door to door and in branches of 
the bank. 
Employees: Employees of ICICI Bank highlight the good points of their bank and its 
products to the public. The branch managers are also moving aggressively to introduce 
and sell different schemes like home loan and other retail products. 
Public: The satisfied customers of the bank are the other good media to express their 
satisfaction by the efficiency and technology of the bank to the other people. 
c. Publicity: The methods through which the bank publicize its performance and 
maintain goodwill in the mind of customers include the following. 
Media: ICICI Bank provides news to media through its officers and public relation 
office. The officials of the bank give interviews frequently in different magazines and 
newspapers on the trend of the economy, banking sector performance and about their 
bank. The public relation office of the Bank also releases news to the public through 
media about the performance of the bank, new branch openings and different products. 
Public Service Activities: The Bank participates in different community development 
activities. ICICI Bank invests money and time for the benefit of the community. Within 
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this, the specific areas identified for focused attention are 'infant health at birth', 
'elementary education' and 'micro financial services'. 
Publication: The bank publicizes its services, different measures undertaken by the bank 
and its performance in publications like brochures, in-house journals and annual report. 
Recognition: The other means through which the bank becomes known to the public is 
the continuous winning of awards from different local and international agencies. They 
received several prestigious awards in recognhion of their business strategies, customer 
service levels, technology focus and human resource practices. 
For all the above promotion methods, ICICI Bank's promotion expense for the last four 
years was 143307, 79657, 581767 and 686790 thousand rupees respectively for the fiscal 
year 2001, 2002, 2003 and 2004. 
5.2.2.5. People 
Human Resource Management in the Bank focuses on the continuous improvement of 
recruitment, training, and performance management processes. The total employees and 
different human resource management functions of the Bank has been presented next. 
ICICI Bank has a total of just over 10,600 employees as on March 31, 2003. There is no 
clerical cadre of employees in ICICI Bank and the entry-level is an Officer. ICICI Bank 
outsourced non-clerical jobs and some other job titles. For example, employees 
performing security, house keeping and field officers sales activities are not recruits of the 
bank. These employees are assigned by the company to which these duties are outsourced. 
Recruitment and Selection: ICICI Bank mostly recruits employees from leading 
business schools and higher education institutions across the country. In addition, ICICI 
Bank also undertakes lateral recruitment to bring new skills, competencies, and experience 
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into the organization. The recruitment of the bank took place in two forms of in-campus 
and off-campus recruitment. 
Campus recruitment: In this recruitment, the bank sent an offer letter to the training and 
placement office of different faculties. Then after, the bank arranges written test, group 
discussion and interview of the candidates at specific place after which the final selection 
will be notified. 
Off-Campus recruitment: Here, the process is centralized and handled through the link 
http://www.icicicareers.com/careers/control/applvagainstiob. The applicants are provided 
with registration code and they check the status of their application by Internet. This link 
also lists all the jobs that are being sourced at any time. The applicant can click on the 
jobs to check out the detailed description of the position. 
In their continuous endeavour to improve the selection process for recruitment at all 
levels they have carried out an in-depth study of the competencies required to succeed in 
ICICI Bank. The bank has posted the competencies required to succeed at the entry level 
in ICICI Bank and provides sample personality occupational questionnaire for the 
applicants on the website. 
In order to assess these competences they use a set of 3 tools- mental ability tests, 
personality profiling system, and occupational personality questionnaire before they invite 
the candidate for the interview, the results of which are integrated into the interview 
process. The total time taken in this exercise is 2 hours with each of the thi-ee sections 
lasting in 40 minutes. 
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Training: Before being deputed, the officers of the Bank complete a comprehensive 
training program and, once deputed, they receive thorough instructions in financial 
planning skills and techniques. Throughout their careers, officers attend training programs 
to update their skills. 
The training of the Bank accommodates both online and face-to-face training. The 
emphasis of the bank on all its training includes: 
> Soft skill training (personality development training): In this type of training the 
employees are trained about customer handling, body language, soft modulation 
and tone of communication. 
> Process training: It is a training in which the trainees are offered with rough idea of 
every department and attend different modules about the details of banking and 
their area of operation. 
Special programmes on functional training and leadership development to build 
knowledge as well as management capability are conducted at a dedicated training 
facility, both international and domestic, to meet the training and development needs. 
Benefits: ICICI Bank is providing attractive salary scale to its employees as per the 
industry standard. Coupled with this basic salary, high performing-high potential 
individuals are duly rewarded by the Bank. Besides this, the Bank is providing different 
benefits and allowances to employees. The allowances offered to employees include 
conveyance allowance, lunch allowance, transportation allowance, house rent allowance, 
city compensation allowance, dearness allowance, gratuity allowance, medical 
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reimbursement, provident fund, employee stock option and, loan at concession and low 
interest rates. 
For all these payments the total expense of the bank related to employees benefit under the 
title of Payment to and Provision for Employees' was 517.1, 1471.8, 4030.3 and 5460.6 
million Indian rupees for 2001, 2002, 2003 and 2004 fiscal respectively. 
5.2.2.6. Physical Evidence 
ICICI Bank uses physical evidences in its services. The various physical evidences 
utilized by the Bank have been presented as follows. 
Logo: The bank is using its logo on different promotions and in front of its branches. It is 
also stamped on the different stationery materials, brochures and reports of the bank. 
Buildings: The bank is having modem buildings with good architectural designs for 
branches and offices. 
Information desk; ICICI Bank has inquiry desk in all its branches. The employees at this 
desk guide the outsiders to the place they want to go and provide instruction about how to 
get different services from the Bank. 
Interior of the Bank: The Bank maintains the interior of its branches properly. The 
branches are neat, having guiding signs in front of each service area and with the one who 
welcome the outsiders with the glass of water while they come in. 
Electronic Equipments: The workers are using computer terminals in their operation 
and they do not have files and papers piled in front of them. The technology outcomes 
like computers, printers, fax machines, and others with in the branch are good tangibles 
for the customers. 
Sample Banks of India 151 
Employees: The employees of the Bank are young, dressed in good manner and having 
interest to help and assist customers. These aspects of the employees put some ease and 
confidence in the mind of the customer. 
Brochures: The Bank design different personality pictures for its schemes and the 
brochures of the Bank are self explanatory and attractive. 
Besides all these, the ATM card. ATM machines, cheques and credit cards are other 
tangiblizing variables to the intangible service of the bank. 
5.2.2.7. Process 
Time: In case of each service, the bank knows the time taken. The total time required to 
provide different banking services is relatively short. For example time to take in demand 
draft, withdrawing money, to open saving account, taking home loan, car loan, and two 
wheelers loan are 6 minutes, 10 minutes, 6 days, 15 days, 3 days, and instant respectively. 
The working time of the bank is also from 8 AM to 8 PM. This helps the customers to 
visit their branch after the normal office hours. 
Electronic Equipments: ICICl Bank uses computer in their operation. All operations in 
the back office and in branches are computerized. They also use mechanical devices like 
note counting machine to reduce the time in serving the customer. 
People: The employees of the bank are young and professionally qualified. They are very 
much happy in resolving the query of the customers and took less time in serving the 
customers. 
Technological devices: In its effort to improve the process of providing services ICICI 
Bank introduces different technological software and delivery channels. The utilisation of 
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these innovations in the bank contributes in reducing the hassle of customers and increases 
their satisfaction level. In this regard the Bank utilizes Finacle software in its operation. 
While using this software all the information about the account will be displayed on the 
screen once the employee enter the account number of the customer. In addition to this 
software the bank implements centralized processing facilities, web-based services, e-
transfer, integration of various product and channel, Customer Relationship Management 
software, Cash Delivery and Cheque Pick-up facility, ATMs, mobile banking, 
telebanking, Internet banking and Organizational Excellence. The bank also developed 
flexi-counters, where a branch manager has the flexibility to convert any counter in to 
cash counter with some adjustments if the crowds look large. 
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Chapter 6 
ANALYSIS AND INTERPRETATION 
Chapter six is intended to analyse and interpret the case studies discussed in chapter four 
and five. The ultimate objective of the analysis is to reach a stage where a clear picture 
should emerge in order to appraise the marketing mix elements as applied by Ethiopian 
and Indian banks and to propose some constructive suggestions for improvement in the 
system in the following chapter. 
This chapter comprises of two different parts. The first part is comprises of the analysis of 
four banks of the sample separately. Therefore, the four sections in this part have been 
looking in to these four banks from both countries as they are presented in chapter three 
and four. All these sections are based on the discussion of marketing mix elements and 
matter in respective case studies along with the researcher's comment based on opinion of 
the officers interviewed. 
The second part of the analysis is made for the comparison of banks in the sample from 
both countries. This part contains four different sections. The first section compares the 
two public sector banks from both countries. As these banks are operating in the same 
sector they are comparable in a sense that, the governing body of these banks is the 
government and the decision making body of the bank is not fi-ee because of the fact that 
they are expected to consider social goals. The second secfion of this part will undertake 
the comparisons of the two private sector banks from the two countries. Here, again with 
the same logic in the previous section, the ground of comparisons is comfortable as they 
are mainly considering the profit and wealth maximization objective of the shareholders. 
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The remaining two sections of tlie analysis are the cross comparison of the banks from 
both sectors in the sample countries. In these sections Ethiopian public sector bank will be 
compared with Indian private sector bank and Indian public sector bank will be compared 
with Ethiopian private sector bank. 
In all these parts and sections the seven marketing mix elements are the bases for 
comparison. 
6.1 INDIVIDUAL BANK ANALYSIS 
6.1.1. COMMERCIAL BANK OF ETHIOPIA 
The information provided in chapter three brings out some facts regarding the application 
of marketing mix elements in Commercial Bank of Ethiopia. On the basis of this the 
following can be analysed. 
6.1.1.1. Products: 
Deposit account: In its deposit account, the two deposit schemes of Diaspora account and 
Special Demand Deposit account have been introduced in the market recently. The 
introduction of these two deposit accounts is a considerable move by the bank. Diaspora 
account targeted for Ethiopians in Diaspora provides good chance for those who want to 
deposit and invest in their country and also increases the remittance to the country. The 
other account, Special Demand Deposit account, has been introduced by considering the 
interest of the customers demanding non-interest bearing saving deposit account. It is a 
good scheme to attract depositors who do not require interest because of religious or any 
other reason. 
Analysis and Interpretation 164 
Except term deposit, all the deposit accounts of the bank had been growing in the last four 
years. This term deposit account, however, has been continuously declining since fiscal 
year 2002. The total deposit of the bank, however, is progressing from time to time. In 
Ethiopia the level of social conscientious and banking habit is low in the community. The 
public feels that it is more secure to save their money with public sector bank in which the 
government is the owner. As this Bank is the only public sector commercial bank in the 
country the bank is at advantage of acquiring more deposit in relative terms and it can be 
one reason for the continuous increase in total amount of saving and fixed deposit. 
The total deposit and loan of the Bank in the last four years, the interest the bank pays for 
the deposit and the relationship of this expense to the total expense have been shown in 
the tables 6.1, and 6.2. 
Table 6.1 Movement of total Deposit and total Loan of CBE (in 'Millions Birr) 
' i « )acnpt ioV:>f 'a / . v 200f ^ -< ^  2tf02 %^- t>'*2003> - } 2004 
Deposit 16958 17861 18943 21880 
% Change 
Loan & Advance 10071 
I %<2hange'^, ^ [. ^ .-, . 
5.32 
9182 
,^ -
(8.83) . :; 
• 6.06 
8098 
- ^ * X ^ *"..., 
r-.(lL8K)L.. 
; •'15.50-.-
7911 
, « 
,\X230). 
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Table 6.2 CBE's Total Interest Expense and Total Expense (in' million Birr) 
teD^1ptionV\k r2QQl "^^..:^:/2002;"C"#003'*' 
Interest expense 428.5 
Total Expense " .641.9 
Percentage 66.75 44.72 
395.5 251.1 267.8 
•884.4 '• - . .506.6 • ' S S l l 
49.57 48.42 
Figure 1 Total Deposit and Loan of CBE 
25000 
«20000 
1 Deposit 
B Loans & advance 
2001 2002 2003 
Year 
2004 
As shown in Table 6.1 and Figure 1 the total deposit of the bank was 16958.44 million 
Birr in 2001 fiscal. In the following three years of 2002, 2003 and 2004 it grew by 5.32%, 
6.06% and 15.50% respectively. 
The interest expense of the bank, however, declined continuously except in the year 2004. 
This expense account as proportion to total expense of the bank shows a fluctuating 
pattern. It stands at 66.75%, 44.72%, 49.57% and 48.42% of the total expense of the bank 
in the fiscal years 2001, 2002, 2003 and 2004 respectively. 
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Loans and Advances: The bank requires collateral of fixed assets in its entire loan 
schemes. As it was observed, the size of non performing loan of the bank is significantly 
high. The bank collects large number of collaterals in the form of cars, houses and other 
business entities from customers. As the value of these collaterals is in most cases less 
than the amount of borrowed money by the customers, the bank could not get buyer for its 
tender. As a result these collaterals have been kept for long with the bank and depreciate 
their values further. The handling of these collected collaterals by the bank is also not 
proper. 
Table 6.1 and respective graph figure 1 shows that the total loans and advances of the bank 
for last four years have been declining continuously. The percentage change of the total 
loans and advances as compared to the same figure one year before was (8.83%), 
(11.81%), and (2.30%) in the years of 2002, 2003 and 2004 respectively. This decline in 
the total is mainly attributed to continuous and significant decline in overdraft followed by 
term loan and merchandise loan. From the record of the bank it has been observed that the 
total borrowers of the bank have been declining. The total borrowers has declined by 5.1%) 
from 31373 to 29771 in one year that is December 2001 to December 2002 and in fiscal 
2004 this number further declined to 28904. According to the product development 
manager of the bank most of these customers are shifting to banks in the private sector. 
The movement of non-interest income, interest income and the relationship of these 
incomes with total income of the bank have been presented in tables 5.3 and figure 2. 
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Table 6.3 Non-Interest Income, Interest Income and Total Income (in 'million Birr) 
'^^i2001 .%^ii2^s%$i^ 2003 
Non-Interest Income 
[: v JnterestUncorhe 
f . " • • . ' ' • • 
Total Income 
356 
(26.51)^ 
418 
(41.59) 
631 
I - ft 
584 
(48.50) (46.20) 
% ^ S l ^ ^ ^ ^ s v wm--^f4P0A ^ ^ ^ p t 
(73^* - i;-;'^^8;4if ||L<5a50)" ' ^ f c C " 
M - « i ^ ^ ^ ' ^ - ^ ^ ^ W ^ 
1343 1005 1301 1264 
*Numbers in bracket shows the percentage of the income to the total income of the bank. 
I 
d 
o 
B 
Figure 2 Non-Interest Income, Interest Income 
& Total Income of CBE 
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As shown in table 6.3 and figure 2, the contribution of interest income to the total income 
of the bank shows a fluctuating nature. It significantly declined in fiscal 2002 and then it 
showed minor increment in the following years of 2003 and 2004. This interest income of 
the bank accounts for 73.49%, 58.41%, 51.50% and 53.80% of the total income of the 
bank in the years 2001, 2002, 2003 and 2004 respecfively. 
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Other Services: 
Money Transfer: Most of the people are using this bank for local money transfer as it is 
having wide geographical coverage and private sector banks are only limited to the major 
cities of the country. The reputation of the bank in this service is not good. The amount 
sent generally takes more time and people even call it ''kerfafaw bank" which means the 
bank that moves slowly. People are using this service of the bank because they have no 
alternative to send money especially in rural and semi-urban areas. 
Locker: CBE provides safe deposit locker service. These lockers are available in different 
size and both account holders and non-holders can utilize the service. This service of the 
bank is available in the capital city and in limited branches only. 
Foreign Exchange: This service of the bank is provided for the foreign nationals working 
in the country and nationals of the country. Foreign nationals have to submit their 
documents of work agreement and work permit to get this service. Nationals can get the 
foreign exchange service for the purpose of expending in holiday travel, business travel, 
medical expense, educational expense, for seminar, symposiums, advertisement, training, 
conference and buying of periodicals, journals and books. 
Bank Transfer: CBE through this established relationship offers cash against documents 
and foreign money transfer services. The Western Union Money Transfer Service of the 
bank also receives money sent from abroad through the agents of this service throughout 
the world. This money transfer service is very fast as compared to the time in which the 
transfer was made through foreign banks. 
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CBE by providing all these services secures significant amount of money as an income. 
Table 6.3 and figure 2 show that the contribution of non-interest income to the total 
income shows an increasing pattern. This income constitutes for 26.51, 41.59%, 48.50% 
and 46.20% of the total income of the bank in the last four years of 2001, 2002, 2003 and 
2004 respectively. 
6.1.1.2. Price 
As it was discussed in chapter three the benchmark interest rate on deposit and loan 
products is determined by the regulatory body, National Bank of Ethiopia. Based on this 
rate the bank determines what it actually charges from the customers. According to one 
officer, the bank considers the cost incurred, the rate of other banks, and the capacity of 
customers in determining the rates and charges for services. 
In the last four years the interest income of the bank followed declining trend. In 
comparison to the figure of 2001 it declined by 40.53% in 2002 only. Then after, it shows 
minor increment of 14.14% and 1.49% in 2003 and 2004 respectively. 
The other income of the Bank that accommodates the income from the services is the next 
income source of the bank. It shows a growth of 17.42%, 50.96%o and (7.45%>) in the last 
years of 2002, 2003 and 2004 respectively as compared to the figure one year before. The 
significant growth of this total in the year 2003 was due to increase in the income from 
amotint written off, dividend income and gain from foreign exchanges. 
The interest paid to the depositors showed a declining trend. This figure showed a decline 
of 7.70%, 36.51% in 2002, 2003 respectively and increases by 6.65% in 2004 as 
compared to the figure one year before. 
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The reduction in both interest income and interest expense of the bank from 2002 onwards 
can be attributed partly to reduction of loan rate from 10% to 7% and deposit rate from 
6% to 3% by National Bank of Ethiopia. The other contributing factor as observed from 
the financial statement of the bank is the continuous decline in the total amount of loan 
and term deposit. The decline in these figures contributes to the decline of interest income 
and interest expense of the bank respectively. 
6.1.1.3. Place 
CBE delivers its services via channels of branches and ATMs. The bank has highest share 
of branches in the country. This bank is the only public sector commercial bank with long 
years of service in the country. So. it has branch network in rural and semi urban areas. 
The percentage share of branches of this bank has been continuously declining. The share 
of CBE's branches among the total branches in the country was 75.3%, 69.5%, 64%, 
60.4%, 58% and 50.4% respectively in the consecutive years of 1998, 1999, 2000, 2001, 
2002 and 2003. This is mainly because of the expansion of branches of newly established 
private sector banks in the country. As this bank was the only commercial bank operating 
in the country before the financial sector reform, the strength and increase in coverage of 
the private sector banks affects its share negatively in all aspects. Besides, the bank's 
move in opening additional branches is also slow. 
In placing ATMs the bank utilized market size, the awareness of customers and 
expectation of customers as criteria. Accordingly, most of the ATMs are located in areas 
where the branches are very crowded and where educated section of the community and 
foreigners are operating their account. 
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According to the product development manager of the bank they have introduced this 
channel as a channel diversification mechanism rather than cost saving. In this respect, the 
bank is not considering the major benefit of ATMs referred by others as a means to reduce 
the cost per transaction of brick and mortar branches. 
These ATMs are very few in number to serve the customers of the bank and therefore, the 
service is not open to all. However, this channel helps for the purpose of promotion and 
also acts as tangible evidence that helps in building good image about the bank in the 
mind of the public. 
6.1.1.4. Promotion 
In promotion, CBE utilizes different methods with the major emphasis on advertisement. 
Advertisement: In advertising its services the bank uses government radio and television 
channels. It also uses one private newspaper, Monitor, for this purpose. The emphasis on 
media advertisement is, according to the promotion manager, due to the fact that print 
advertisement is not preferred and its usage rate is low in the public. The media 
advertisement of the bank is mostly similar and the change of the content and form of 
presentation is not common. The officer also confirms this aspect and said, that they are 
plaiming to change the advertisement based on the lifecycle of the product. The other 
problem in the advertisement of the bank is the disparity between what is promised and 
what is actually provided by the bank. They advertise high efficiency, 24 hours ATM 
service and others. But, what is actually served is not up to the level of expectation of 
customers built by their advertisement. 
Besides, Internet is the other means for advertisement for CBE. The bank, however, is not 
updating some important information on this website. For example, the report of the bank 
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available on the website is only for the fiscal 2000. From then on they did not post the 
report for the last four years. 
The billboard advertisement is the other media that is used to advertise the bank. The bank 
posts its billboard at the entrance of different cities and in the surrounding of their 
branches. However, most of these billboards are old and are not visible easily. 
Personal selling: In case of personal selling what the bank is using is the good news 
offered by front line employees, trade fair and corporate customers' session organized by 
the bank. In the corporate customer session organized annually, the corporate customers 
discuss what they feel about the bank and its services with the president. This face-to-face 
discussion with customers gives clue about the dissatisfaction of customers and strong 
points of the bank. So, it is a good opportunity to improve their weakness and control the 
migration of customers to other banks. 
Publicity/Public relation: In this method of promotion means that are utilized are media 
publication and public service activities. 
The frequency of the interview with the officials and news about the bank through media 
is less. The publications released in the form of brochures, reports, newsletters and in-
house magazines are also not available in sufficient quantity. The design of brochures is 
also simple and they are not stylish enough for attraction. Besides, the bank delayed in 
releasing its annual reports. For example, the annual report of 2004 fiscal was released in 
June 2005, which is one year after the fiscal year was completed. 
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The contribution of the bank for public service activities is also insignificant This 
contribution is possible only by the head office. The lower level managers interacting with 
the public cannot make any contribution without the consent of the head office. 
In most of its promotions, the bank uses its motto of "The Bank You Can Relay Upon". 
But, due to different cases of corruptions took place in the bank in previous years the 
public belief is diminishing. This is identified from the customers and the promotion 
manager also says that they are putting effort to protect this image 
The total advertisement expense of the bank in the last four years and its proportion in 
relation to the total non-interest expense is presented in the table that follows. 
Table 6.4 Advertisement Expense and non-interest expense of CBE 
(in 'millions Birr). 
Advertisement Expense 4.72 3.75 3.83 4.5 
(2.21)* (0.77) (1.50) (1.58) 
Non interest expense 213.41 488.92 255.55 285.26 
*Figures in the bracket in the first raw show the percentage of advertisement expense to 
total non-interest expense of the bank. 
The total promotion expense of the bank shows a fluctuating nature. The total expense of 
advertising and publicity was Birr 4.72 million in 2001 fiscal. This figure declined by 
20.55% in 2002, then it showed a growth of 2 13% and 17 49% in 2003 and 2004 
respectively. The comparison of this expense account with total non interest expense 
shows that the advertisement expense of the bank accounts for 2.21%, 0.77%, 1.50%) and 
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1.58% of total non interest expense of the bank for the last four years of 2001, 2002, 2003 
and 2004 respectively. 
6.1.1.5. People 
The total number of employees of CBE has been increasing continuously. This number 
was 7338 in fiscal 2001, and then it increased to 7507, 7478 and 7682 in the following 
years of 2002, 2003 and 2004 respectively. 
Recruitment: The recruitment policy of the bank is merit based. The candidates are 
evaluated by their qualification, experience and interview. This trend in recruitment helps 
the bank to have a competent candidate for the post. 
Training: The employees of the bank are provided with on the job as well as off-the-job 
training. The content of the training includes customer service, some behavioural issues 
and imparting job knowledge. As it is observed from the human resource training and 
development plan of the bank for the fiscal 2004, the type of training programmes offered 
includes technical training, employee development, management development, computer 
training, information technology, and various short term trainings abroad. The target 
group for these training modules are clerical staff and people at different level of 
management. However, most of the training modules are planned for the management 
group and the total number of employees trained is very much limited, especially in 
branches outside the capital. 
Benefit to Employees: CBE's salary scale is having 25 job grades. The minimum salary 
of lowest grade, grade 1, is Birr 230 and the maximum limit of this grade is Birr 477. The 
highest grade, grade 25, has the beginning salary of Birr 3000 and after six increments the 
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maximum limit is Birr 4572. In between there are 23 job grades having the start up salary 
from Birr 288 to Birr 2829 and maximum limit of Birr 589 and Birr 4368. 
Besides this basic salary, the bank provides other benefits to employees. The transfer 
allowance of the bank ranges from 6.2% to 11% of their minimum salary. The bank also 
offers fuel allowance for 170 job titles ranging from Birr 136 to Birr 636 and representation 
allowance for 190 job titles ranging from minimum of Birr 75 to maximum of Birr 450. 
The salary scale of the bank is not attractive as compared other banks operating in the 
country. If, for example, we consider the maximum salary scale of the higher job grade in 
CBE and DB the salary scale of DB is four times to the salary scale of CBE. The other 
benefits offered by the bank are also limited in type. 
The total expenditure of the bank for employee salary and benefit and its proportion to total 
non interest expense of the bank has been shown in the following table. 
Table 6,5 Salary Expense and its relation to the total non-interest expense 
(in 'millions Birr). 
« i s c n p t i o n # i # r t o % ^ ^ ^ m t e ^ ^ ^ ^' ^2003-'ll^ ':^':^004|p 
Salaries and Employee 116.38 128.9 127.73 155.87 
Benefits (54.53)* (26.36) (49.98) (54.64) 
•iRercentage ChaDTgdl' J . tt f- ^ ^ ' -1 h y-^lOJe;~ -j ^ iCO^m-'^ ^>;>>^M3 -v 
Non interest expense 213.41 488.92 255.55 285.26 
*Figures in the bracket in first raw show the percentage of salary expense to total 
non-interest expense of the bank. 
For salary and all employee benefits, the bank's expense under the title Salaries and 
Employee Benefits has been increasing except in the year 2003. As shown in table 6.5 this 
expense amount was 116.38 million Birr in 2001. From this it increased by 10.76% in 
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2002 and then declined by 0.91% in 2003 and again increased by 22.03% in fiscal 2004. 
The percentage of this expense account to total non-interest expense of the bank was 
54.53%, 26.36%, 49.98% and 54.64% in the fiscal years of 2001, 2002, 2003 and 2004 
respectively. 
6.1.1.6. Physical Evidences: 
Exteriors: The bank has been utilizing buildings with good architectural designs and 
having good layout. The branches built by the bank with the previous reality at hand are 
not in a position to accommodate the significantly increased number of customers. 
Logo: As this bank has been in commercial banking business for long the public 
experienced the logo of the bank and it can be identified easily with it. 
Information Desk: The bank has information desk (lobby man) only in two of its 
branches. Other branches in the capital and all upcountry branches are not having this 
service. In these branches the outsider looking for certain information has to approach 
front line service people for the same. 
Parking area: In most of the branches in the capital, there is no sufficient parking area 
and customers are forced to park their vehicles on roadside and nearby areas. These days, 
since road side places are occupied by parking lot contractors the customers are forced to 
pay parking fee while visiting branches for service. This problem of parking is one major 
point of complaint of customers. 
Special counter for worthy customers: The bank is not having special counter for its 
worthy customers in all branches. The bank feels that it is not appropriate to have separate 
cage for these customers as their number is limited. Their notion is that, having a separate 
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cage results in inefficient utilisation of service personnel and also result in developing 
negative attitude in the mind of non-corporate customers. What they were practicing was, 
they set criteria and on the base of the criteria 900 plus corporate customers were selected. 
These customers have been provided with special ID card and they are expected to show 
the ID while they visit any branch to get priority in service. 
Interior: In city branches the interior is mostly bright and clean and the bank utilizes 
different signs that guide customers within the branch. However, it is not uncommon to 
observe the lights not working, the bulbs and their cover broken, infrastructures suffering 
from maintenance and guiding signs not properly placed or totally absent especially in up-
country branches. In case of inside signs, promotion section identifies the problem and 
informs the production section to produce and post these signs. So, as it passes from one 
section to another it takes longer time to replace the old and/or post new ones. 
Personnel: The bank's service personnel have different level of education. As compared 
to what it was before most of them are graduates or students of some college. However, in 
relative terms it is possible to say that most of the employees are not cooperative. This 
may be mainly because of the bank is a public sector bank and they have been serving in 
old days where there was no competition from private banks. Presently, as part of the 
financial sector reform, the bank is going to implement the task of having a nametag for 
all employees delivering services and management by objective concept. This could 
contribute positively to the customers' perception of the intangible service and employee 
efficiency respectively. 
The other factor that improves the look of the bank is the availability of computers and 
other electronic equipments. The inside of the branch looks good as one can observe 
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important service personnel's are assisted by computers. With this respect of electronic 
data processing, the bank's expenditure for the last four years was 899695, 544847, 
2427342 and 659510 Ethiopian Birr in 2001, 2002, 2003 and 2004 respectively. 
6.1.1.7. Process 
Different procedural factors that are involved in providing services and which may affect 
poshively or negatively the perception of customers will be analysed next. 
Time: In CBE the total time required to complete the process of depositing, withdrawing 
and loan taking is longer. Especially in loan taking it requires more than two months to 
process the loan request. As observed from the complaints and suggestions collected by 
the customer service unit the loan taking process is tedious and the schemes are not 
flexible. More than ever, the responsible officers are not positively accepting the loan 
request of customers and they are observed to elongate the process. It seems mainly 
because of the firing and jailing of previous officials by the government as they are 
accused of involved in corruption. The continuous decline of total loan of the bank is 
another confirmafion of this suggestion of customers. 
Formats: The different formats utilized by the bank are continuously revised by banking 
system unit. This unit tries to identify the problem areas with the formats and incorporate 
some improvement so that the total time required and hassle of customers will be reduced. 
Regardless of this effort, the total time required in any service area is relatively high. 
Brochures: The different brochures utilised by the bank in introducing and promofing 
different schemes and services are also considered for improvement. The bank has been 
improving the design and content of these brochures by looking into the need of 
customers. In old brochures they used to write the detail of particular services which may 
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not be that much required by ordinary customer. But, in recently issued ones what is 
included is the feature of the scheme and summarized benefits. These improved brochures 
may look good to customers and will take less time to go through it. 
Customer Service: The customer service in the bank is poor. The branch managers and 
workers at important service point are in most cases impolite and welcome the outsider 
with cold attention. The front line staffs are treating customers not like as a major source 
of their survival but rather as someone coming to request some favour. Besides this, their 
treatment is not equal for all. They are observed of giving priority to someone whom they 
know in their services. The decision making process of the bank is also slow. Everything 
new has to pass through all the levels and reach the higher decision making body, the 
board. So, to deciding and solving some issue will take more time. 
Technological Devices: CBE is having online connection in six of its branches only. The 
other branches have only local area network connection. These other branches, therefore, 
are unable to exchange data electronically and this can be one reason for delay in some 
services. In branches outside the capital, the passbook posting is done manually. This do 
have some impact in the mind of customer as people normally prefer machine printed 
statements than hand vwitten ones due to the possibility of transposition and other errors. 
The other measure undertaken to improve the banking service and process is bank 
transformation office. The complete implementation of the issues in this programme will 
bring some change in process that could improve customer service and efficiency. 
6.1.2. DASHEN BANK 
Following the same pattern of organization in the previous part the marketing mix 
elements of Dashen Bank will be analysed next. 
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6.1.2.1. Products 
Deposit: The demand deposit and youth saving scheme of DB have unique features. The 
youth saving scheme is an innovative scheme that provides access of depositing money 
for the dependents by their family. It is good chance to save money for the child's future 
and teach them how to handle their money. The demand deposit account of the bank is 
also having unique feature of bearing interest to the depositor. 
The total deposit and loan, the interest the bank pays for the deposit and the relationship of 
this expense to the total expense have been shown in tables 5.6 and 5.7. 
Table 6.6 Movement of Deposit and Loan of DB (in 'million Birr) 
Description 2001 <. V 2002 -2003- ,2004 
Deposit 861.23 1141.72 1621.39 2177.73 
: % Change.'. . . - 32.57 42.01 34.31 
Loan 713.53 872.11 1266.69 1691.23 
% Change - 22.22 45.24 33.52 
Table 6.7 DB's Interest Expense and Total Expense, (in' million Birr) 
Description 2001- .. 2002 2003 2004 
Interest Expense 30.52 35.6 30.06 40.76 
Total Expense 69.65 76.63 96.96 113.47 
Percentage 43.82 46.46 31 35.92 
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Figure 3 Total deposit and total loan of DB 
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The total deposit of the bank was progressing continuously. Table 6.6and figure 3 shows 
that the total deposit was Birr 861,262 thousand in the fiscal 2001. This figure grew by 
32.57%, 42.01% and 34.31% in the years 2002, 2003 and 2004 respectively. The interest 
expense of the bank and its proportion to total expense showed a fluctuating nature. The 
ratio of interest expense to the total expense of the bank stands at 43.82%, 46.46%, 31% 
and 35.92% respectively for the years of 2001,2002, 2003 and 2004. 
Loans and Advances: The bank is providing hs loans and advances to all economic 
sectors in the country. It is observed from the reports of the bank that the total number of 
loanees and amount of loan of the bank is progressing year after year. 
The total loans and advances of the bank progressed continuously. Table 6.6 and Figure 3 
show that it grows by 22.22%, 45.24%and 33.52% respectively in 2002, 2003 and 2004 
fiscals from its amount of 713.53 million Birr in 2001. 
The total interest income the bank acquired from loan, the non-interest income of the bank 
and their relationship with the total income will be shown in table 6.8 and figure 4. 
Analysis and Interpretation 182 
Table 6.8 Non-Interest Income, Interest Income and Total Income of DB 
(in 'million Birr) 
Description . 2001 2002 2003 2004 . 
Non-Interest Income 
Interest Income 
Total Income 
36.55 
(34.35)* 
69.85 
(65.65) 
106.40 
38.04 
(33.06) 
77.02 
(66.94) 
115.06 
51.81 
(38.71) 
82.01 
(61.29) 
133.82 
75.39 
(39.26) 
116.64 
(60.74) 
192.03 
*Numbers in bracket shows the percentage of the income to the total income of the bank. 
Figure 4 shows the non-interest income, interest income 
and total income of DB 
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The interest income of DB is increasing from time to time. As it is shown in table 6.8 and 
graph 4 the percentage of interest income of the bank in relation to the total income 
accounts for 65.65%, 66.94%, 61.29% and 60.74% in the years of 2001, 2002, 2003 and 
2004 respectively. 
Analysis and Interpretation 183 
Other Services: The other fee-based services offered by the bank are improving and more 
services are being provided to the customers. Due to good customer service and efficiency 
of the bank, the customers utilizing the services of the bank are increasing. This in turn 
increased the contribution of the other income of the bank to the total income. This bank is 
the only Ethiopian bank having bilateral agreement to encashment of VISA and Master 
cards. It is also the only private bank handling Western Union Money Transfer transaction 
for money sent from abroad. 
The non-interest income of the bank was growing continuously. Table 5.8 and figure 4 
shows that the other income of the bank accounts for 34.35%, 33.06%, 38.71% and 
39.26% of the total income of the bank for the last four years of 2001, 2002, 2003 and 
2004 respectively. 
6.1.2.2. Price 
Dashen Bank is setting its price based on the rate regulated by the National Bank of 
Ethiopia. With reference to this rate, DB pays 3% for saving account, 3.1%) to 5% for 
fixed deposits and 1% for demand deposit. For loans and advances the bank is charging 
different rates based on the type of loan, the risk involved and related factors. The rate 
charged ranges from 7.5%) to 8%). 
With these rates and charges all interest income and non-interest income of the bank was 
increasing. The interest expense however, was fluctuating. 
The interest income shows a growth of 10.3%, 6.5% and 42.2% in 2002, 2003 and 2003 
respectively from its figure of 69845 thousand Birr in 2001. The significant growth of 
interest income in the year 2004 is mainly attributed to the increase in interest on loans 
Analysis and Interpretation 184 
and advances to 113.06 million Birr as compared to its figure of 79.53 million Birr one 
year before. 
The total non-interest income under the other income category was Birr 36.55 million in 
2001. This figure grew by 4.1%, 36.2% and 45.5%) in the subsequent three years 
respectively. Even if all the income sources are increasing, titles that significantly picked 
up in the year 2003 and 2004 were commission and gain from foreign exchange. 
The interest expense of DB has a fluctuating nature. It increased in the year 2002 and 
2004 and declines in 2003 as compared to its total one year before. The interest expense of 
the bank, which was 30.52 million Birr in the year 2001, shows a percentage change of 
16.6%, (15.6%) and 35.6% to Birr 35.60, 30.06 and 40.76 million Birr in 2002, 2003 and 
2004 fiscal respecdvely. 
6.1.2.3. Place 
At the end of 2004 fiscal, out of 32 area banks 16 are located in the capital and 16 are in 
different major cities of the country. In cities out of the capital the bank has only one 
branch each. The customer size of branches is increasing and these branches are crowded. 
Customers also suggest the bank needs to open branches in other cities where its branch 
are not available and more than one branch in major cities. From the bank's side also it is 
observed that it is still expanding and increasing its area banks year after year. 
Dashen Bank Share Company has no any branch operating outside the country and 
locally also area banks are the only channels to provide banking service to the public. 
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6.1.2.4. Promotion 
DB promotes its products, services and personnel through different promotion methods. 
The methods utilized by the bank will be analysed next. 
Advertisement: In television advertisement the bank uses different programmes and 
sponsor events transferred through television. In all their promotions DB uses one 
background song in which the motto of the bank "the right choice for success" is 
mentioned. The billboards of the bank are posted in different places especially at the entry 
point of different cities and in front of their branches. In case of Internet, the bank has its 
own website www.dashenbanksc.com. The profile of the bank and different news items 
can be accessed from this site. The information included in the website, however, is not 
much detailed as required and it was not updated regularly. For example till date the 
annual report of only 2004 is posted and the list of products and services is provided with 
no explanation as per their feature and benefits. 
Publicity: The bank is involved in sponsoring events like sport and cultural, community 
affairs, financing high profile papers and making donations. The bank has expense 
account with the title of donation and contribution in its general and administrative 
expense. Besides, the bank officials have been interviewed by the media people and give 
talks on different seminars, associations and meetings. But these occasions are very much 
rare and the frequency of the publicity through this means is not satisfactory. 
The bank releases news of its establishment, operation and people through newsletters, 
newspapers, magazines, annual report, and on their diary. The brochures prepared for 
different services of the bank are also released through the area banks. The problem in 
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case of published reports and brochures is that they are not available in sufficient quantity 
and are provided on preferential basis. 
Personal Selling: At every pint of service, the employees are very much happy to explain 
the efficiency of the bank and uniqueness of their products. In big cities outside the 
capital, the branch managers are approaching business people and finance managers of 
organizations to establish good relationship and business. Besides, the customers of the 
bank are also seen discussing the efficiency and short time requirement of the bank. 
Among all these methods, according to the research unit expert, the bank believes in 
attracting customers through achieving service excellence. They believe that the customer 
will prefer the bank if they provide up-to-date and standard products and services. 
The other point that attracts the people to the bank is the ownership pattern of the bank. 
As discussed with some customers the financial base of the individual having the largest 
share in the bank is stable. Therefore, for the country in which private banking is new, this 
factor is a point of attraction. 
The total advertisement expense of the bank and its relationship with the non interest 
expense of the bank has been shown in table 6.9. 
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Table 6.9 Advertisement expense and non-interest expense of DB (in 'millions Birr) 
%t)^criDiioii^^i#-' " ^ ^ 0 0 1 '^' "l.^^2oll^ B S i A n J i l |S |Mif |%-. 
Advertisement Expense 1.28 1.23 1.33 1.48 
(3.27)* (3.0) (1.99) (2.04) 
^ ^ ^ n t a j i c c iKuige^.Jr^j - (3.0j . 8.13 11--X5 
Non interest expense 39.13 41.03 66.9 72.71 
* Figures in the bracket in the first raw show the percentage of advertisement 
expense to total non interest expense of the bank. 
As shown in table 6.9 the bank spent Birr 1.28 million in fiscal 2001 and the percentage 
change of this total as compared to the same figure one year before was (3.9%), 8.13% 
and 11.28% in the years 2002, 2003 and 2004 respectively. Except in the year 2002 in 
which it showed minor decline, this expense account follows an increasing trend. 
5.1.2.5. People 
Total number of staff of the bank increased year after year. This number was 531 in the 
year 2000 and raise up by 21.8%, 17.5%, 18.4% and 16.8% in the following four years. 
The composition of these employees at 2003 fiscal was officers 7.4%, clerical staff 53.7% 
and non-clerical staff 38.9%. The educational level of these employees also ranges from 
elementary school to degree and above. 
Recruitment and Selection: Whenever a job opening occurs, the bank informs the staff 
through internal notice by indicating the position, place of assignment, benefits attached to 
the position, qualification required, experience and special skill (if any), age, date and 
place of application. If there is no internal candidate suitable for the position, the 
announcement goes for external sources. After receiving enough applications, initial 
screening, interview, practical exam and reference checking takes place to select the 
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recruit. The total employees recruited by the bank in the year 2001, 2002, 2003 and 2004 
are 116, 113, 140 and 132 respectively 
Training: In DB all employees are eligible for training. But, mostly training is arranged for 
operation staff, those who are working closely with the customers. Besides the training 
programme organized by the bank, employees are encouraged to join learning institutions 
and improve their education level. Up to first degree level, the bank covers 100% of tuition 
and registration fee while they joined and 50% of tuition and registration fee in case of 
correspondent learning. 
Pay and Benefits: DB Share Company has good pay scale as compared to other banks in 
the country. The salary scale of the bank is divided into 16 job grades in which the 
minimum job grade 1 and maximum grade job grade 16 are having the start-up salary of 
Birr 285 and Birr 14500 respectively. In addition to the basic salary, some of the 
employee allowances are also unique to the bank. 
The salary expense and the proportion of this expense to the total non-interest expense of 
the bank have been presented in the following table. 
Table 6.10 Salary Expense and non-interest expense of DB (in 'million Birr) 
Salary Expense 
• f,f 
11.41 
(29.16)* 
14.12 
(34.41) 
. 
18.66 
(27.89) 
.^>- '^tt 
23.02 
(31.66) 
. ^-^^^ ^ ^^'^ 
Non interest expense 39.13 41.03 66.9 72.71 
* Figures in the bracket show the percentage of advertisement expense to total non-
interest expense of the bank. 
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Table 6.10 shows the total expense of the bank for salaries and benefits grew 
continuously. The percentage growth was 23.75%, 32.1% and 24.1%) respectively in the 
years of 2002, 2003 and 2004 as compared to the same expense figure one year before. 
This expense account comprises 29.16%», 34.41%), 27.89%) and 31.66% of the total non-
interest expense of the bank in the four years of 2001, 2002, 2003 and 2004. 
6.1.2.6. Physical Evidence 
The decor and layout of branches is good as they are located in latest buildings, areas 
having good business potential and in the area where they can be accessed easily. In its 
effort to accommodate all the required places for the comfort of the customers the bank 
has been constructing its own buildings. 
The logo of DB is common in different media promotions and publications. The bank 
keeps the interior decor of branches neat and attractive. The electronic equipments in the 
branch like computers, printers, fax machines and others create good feeling in the mind 
of customers. The front line employees of the bank are also young, well dressed and 
cooperative to whatever the customer demands. 
Due to the absence of information desk in all branches, the outsiders looking for certain 
information mostly approach the front line employees as they are easily accessible. The 
high worthy corporate customers are also not provided with separate counter or any other 
formal procedure that can help them to get priority in service while there is a crowd in the 
branch. 
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6.1.2.7. Process: 
The formats of the bank for services like saving, withdrawing and local money transfer are 
designed in simplified way. The information to be filled by customers is limited. As a result 
the total time required to complete transaction is less. 
This bank is having a good reputation in local money transfer. Their local money transfer is 
instantaneous in which the receiver at the other end can acquire the amount within 15-20 
minutes. As this bank is operating in limited major cities, communication is not a problem 
and the magnitude of this service is also small. In transferring money internationally the 
bank is a member of SWIEFT connection and in incoming transfers they are using the 
fastest Western Union Money Transfer service. 
The bank undertakes continuous review of the system in each area by collecfing the 
opinion of the employees. The proposed pros and cons of employees will be taken into 
account while revising the systems. The schemes of the bank are also a bit flexible. In 
trying to satisfy the need of customer some aspect of mutualism is there. While requesting 
certain deposit and loan services, the customer is approached to share the kind of benefit 
he looking for and then an attempt is made to reconcile the needs in line with the existing 
services and banks objectives. 
6.1.3. STATE BANK OF INDIA 
The analysis of marketing mix elements of SBI with the suggestion, opinion, and 
interpretation of the people interviewed and the researcher will be presented in this part. 
6.1.3.1. Products 
Deposit Account: In deposit products the bank is providing different schemes. These 
different schemes serve the purpose of placing money and gold of the general public and 
Non-Resident Indians with the bank. The saving plus account is actually saving deposit 
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with interest being calculated at term deposit rate. The senior citizen account of the bank 
gives additional benefit of interest for the people beyond the age of sixty. These two 
schemes are providing good incentive for the public and old local citizens to utilize the 
saving scheme of the bank. In its gold deposit scheme the bank offers deposit facility of 
gold in its physical form. As gold is a common ornament that is used by Indians, this 
scheme gives good chance to place their jewellery and gold asset comfortably with the 
bank. The bank also provides different deposit schemes of saving account, term deposit, 
special term deposit, recurring deposit and cash certificate to Non-Resident Indians. These 
schemes help Indians throughout the world to save their money in their local bank and 
increase the incoming remittance, which ultimately contributes to the development of the 
country. The total deposit, loan, interest expense and the proportion of interest expense to 
the total expense have been presented in the following tables. 
Table 6.11 Total Deposit and Total Loan of SBI (in 'millions rupees) 
Description 
Deposit 
% Chance 
Loan 
% Change 
2001 
2428284 
---•. -' ' -' 
1135903 
1 
2002 
2705601 
: -11,42 
1208065 
: 6.35, 
.2003 
2961233 
- 9,45 . 
1377585 
14.03 
2004 
3186187 
7.6 
1579335 
14.65 
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Table 6.12 SBI's Interest Expense and Total Expense (in' million rupees) 
Interest expense 177560 207288 211095 192742 
Percentage 62.48 65.70 62.60 56.04 
Figure 5 Total Deposits and Loan of SBI 
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The total deposit of the bank under different headings showed an increasing trend. All the 
demand, saving and term deposit accounts are progressing for the last four years. The total 
deposit was Rs. 2428283.8 million rupees in fiscal 2001 and increased by 11.42%, 9.45% 
and 7.6% respectively in the year 2002, 2003 and 2004. The interest expense of the bank 
is also progressing continuously except in the year 2004 in which it showed mild 
reduction. This expense account accounts for 62.48%, 65.70%, 62.60% and 56.04% of the 
total expense of the bank in the last four years of 2001, 2002, 2003 and 2004. 
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Loans and Advances: SBI has different loans and advances schemes for the customers. 
The bank is providing different schemes by which the interest of different group of the 
community is addressed. Under its corporate loans, the bank designs different loan 
schemes specific to people involved in different types of business. The schemes under 
retail segment are also available in different forms by considering the loan requirement of 
citizens for variety of personal expenditures. 
Table 6.11 and its respective graph, figure 5, show that the loan of the bank is 
continuously progressing. The total loan of the bank was rupees 1135903 million in fiscal 
2001. In the following years it increased by 6 35%, 14.03%, and 14.65%) respectively 
compared to the figure one year before. 
The interest income, non-interest income, total income of the bank and their proportion to 
total income has been shown in table 6.13 and figure 6. 
Table 6.13 Non-Interest Income, Interest Income and Total Income of SBI 
(in 'million rupee) 
Non-Interest 38830 41745 57403 76125 
^"'^ ^"^^ (12.93)* (12.28) (15.59) (20) 
(87.72) 
Total Income 300216 339846 
''Numbers in bracket shows the percentage of the income to the total income of the bank. 
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Figure 6 shows the total Non-Interest Income, 
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The fluctuation in the proportion of interest income to total income of the bank is 
insignificant. As shown in table 6.13 the interest income accounts for 87.07%, 87.72%, 
84.41% and 80% of the bank's total income in 2001,2002,2003 and 2004 respectively. 
Other Services: SBI provides different types of value added services to customers. Its 
ATM, Internet banking and tele-banking services provide alternative channels of getting 
banking services from the bank. This multi-channel access helps the customers in their 
channel migration effort and avoids their mental and physical hassle to visit the crowded 
branch of the bank. 
The gift cheque is unique service of the bank for those who want to give gift in the form 
of cash. The co-branded smart gold card with Indian Oil Company is also good means for 
customers to take their money in the form of card. 
The bill payment @ online SBI provides the alternative of paying customers bill by 
Internet. It saves customers time by avoiding their personal visit to the service centres. 
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The issuance of VISA credit card also helps the customer to avoid the risk of carrying 
cash in its physical form while visiting merchant establishments. 
Loan syndication, project uptech, bank guarantee, and cash management services assist 
corporate customers in their loan requirement, consultation need, dealing with suppliers 
and properly manage their cash collection respectively. 
As it is shown in table 6.13 and figure 6 the proportion of non interest income to the total 
income of the bank showed a minor reduction in fiscal 2002 as compared to the figure a 
year before. But, in the following two years it follows an increasing trend. It stood at 
12.93%, 12.28%, 15.59% and 20% of the income of the bank in fiscal 2001, 2002, 2003 
and 2004 respectively. 
5.1.3.2. Price 
Interest collected: The bank is charging different rates for its loans and advances based 
upon the type of schemes and duration of loan. In setting these rates the prime-lending 
rate set by RBI is a point of reference, which are 10.25 on both medium term and short-
term loans starting from January 2004. What actually varies the rate of the bank is the 
level of risk involved in the type of loan. In the consecutive three years of 2001, 2002, and 
2003 the interest income of the bank was continuously growing. But in the fiscal 2004 this 
income account showed minor reduction. This figure was 261385.86 million rupees in the 
year 2001. In the following three years of 2002, 2003 and 2004 it grew by 14.1%, 4.3% 
and (2%) respectively. The percentage change is declining from year to year. 
Non Interest income: The other major income source of the bank is the income acquired 
from services. The bank charges customers in the form of commission, lease, fee and 
service charge for these services. This income showed an increasing trend in the last 
Analysis and Interpretation 196 
consecutive three years. Accordingly, the income of the bank in the other income category 
was 38830.38 in the fiscal 2001 and it grew by 7.5%, 3.8% and 32.6% in the following 
three years of 2002, 2003 and 2004 respectively. As it is observed from figure 6 the 
income of the bank from this source grew significantly in the year 2004. The major 
accounts that contribute for this significant increment are profit on sale of investment and 
miscellaneous account. 
Interest payment: The bank pays different interest rates for its saving deposit and term 
deposit accounts. The interest expense account of the bank was 177560.20 rupees in the 
year 2001 it grew by 16.7%, 1.8% and (8.7%) respectively in the last three years of 2002, 
2003 and 2004. 
6.1.3.3. Place 
The administration of SBI is set into circles, zone offices and regions. The delivery 
channels of the bank are also organized accordingly. The detail of each delivery channels 
has been analysed as follows. 
Branches: SBI has wide network of local branches and stands first among all banks 
operating in the country. The total branches of the bank are distributed in the proportion of 
46%, 27%, 16% and 11% in rural, semi-urban, urban and metropolitan areas respectively. 
As this bank was established with the social objective of extending banking services to 
rural India the branches in this part of the country accounts the significant portion of the 
total. Its coverage in the semi-urban areas is also high. The network of the bank in these 
two areas is so significant that no bank has this wide coverage. Its branch coverage in 
urban and metropolitan areas is also good as compared to other banks. Due to the 
structural adjustment programme of the bank the total number of branches is changing. 
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The bank is opening new branches and closing some old ones by merging them with 
nearby branches. SBI is also in a leading position from Indian banks in its international 
business. This is because of its wider presence internationally compared to others. 
ATMs: ATM is one of the delivery mechanisms of the bank. SBI stands first in terms of 
total number of ATMs operating in the country. In addition to their service of cash 
withdrawal and balance inquiry, these ATMs are providing services of mobile topping up 
and effecting payments of SBI life policies, credit cards and fees of certain schools and 
colleges. The provision of these services contributes towards reducing the hassle of 
customers as they can pay their bill from the ATM without visiting the service centres and 
the bank also benefits from commission and fees acquired in handling these transactions. 
Besides its own ATMs, SBI is using the ATMs of its associates, Indian bank, UTI bank 
and HDFC Bank. With these ATMs, customers of SBI can have access to over 4000 
ATMs throughout the country. This sharing of ATM network with the other banks 
increases the convenience of getting banking service as customers can access the ATMs of 
other banks. It also contributes to the income of the bank, as customers of other banks 
visiting SBI ATMs will be charged for using the ATM. 
Internet Banking: SBI uses this recently progressing charmel for delivering its banking 
services. The bank started this service in the year 2001 and at the end of 2004 it covered 
1110 branches. At the end of 2004 fiscal the total number of customers ufilizing Internet 
banking service was 245000 and 7800 in retail and corporate segment respectively. 
Through this chamiel, the bank provides utility bill payments, Indian Institute of 
Technology application fee, railway ticket booking, credit card payment and insurance 
premium payment service. Extending of these services through this channel increases the 
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number of transaction of customers with the bank as they may require either of services 
and also add convenience to the customers as they can handle all the transaction through 
PC from their own place. 
6.1.3.4. Promotion 
SBI promotes different schemes offered, the technology level of the bank and efficiency 
of its employees through different promotion methods. These methods have been analysed 
next. 
Advertisement: The bank uses a number of journals, newspapers and television channels 
for advertisement. Internet is also the widely utilized media to advertise the services and 
their benefits to the customers. They release the detail of these services through Internet 
and it flashes on the screen of the PC while anybody visits the website of the bank. The 
total ATM utilized by the customer of the bank is an example in this regard. Besides, the 
hoardings of the bank placed in important junctions of different cities and in front of 
branches are other media to advertise the bank. 
Personal selling: Bank employees, branch managers, and higher officials try to inform 
and convince the public about the good service and capacity of their bank in their contact 
with the people. However, it is observed that the employees of the bank are not very much 
motivated to do this job aggressively. 
Publicity: SBI is the largest bank in the country. So, its direction of movement in 
different parameters and the opinion of the higher officials about different issues in the 
banking sector are common in different journals and newspapers. The bank also provides 
financial and material assistance for different institutions; foundations and societies 
involved in community development activities. 
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The publications released for publicity are not available open for the public. These 
publications are placed in the office of branch managers and everybody cannot access 
them. Besides, the quality of the papers and style of presentation is less stylish as 
compared to the banks in private sector. 
The expenditure of the bank for promotion and the relationship of this expense to total 
non-interest expense of the bank have been presented in the following table. 
Table 6.14 Advertisement expense and non-interest expense of SBI 
_ (in 'million rupees). 
Advertisement Expense 303.9 243.2 344.5 673.6 
(0.29)* (0.23) (0.27) (0.45) 
. ^ ^ ' ^ ^ ^ ^ s ; 
Percentage.Chahge ;•• , •; " ' M-f>|li (20) •; ••••.41.7 ^ "..-•;, 95.5 
Non interest expense 106614 108241 126128 151178 
*Figures in the bracket in the first raw show the percentage of advertisement expense to 
total non-interest expense of the bank. 
The bank's expense in the account title of Advertisement and Publicity registered 
significant growth in the last two years, especially in fiscal 2004. The growth rate of this 
expense account was (20%), 41.7% and 95.5% in the years of 2002, 2003 and 2004 
respectively. This expense account accounted for 0.29%, 0.23%), 0.27%) and 0.45%) of the 
banks total non-interest expense expenditure. 
6.1.3.5. People 
The total staff of the bank declined continuously. SBI's total staff strength was 209462 in 
fiscal 2002. Then it declined to 208998 in 2003 and again to 207039 in fiscal 2004. When 
we look into the composition of different group in the total, the clerical staff and sub staff 
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group was following the trend in the total, which is declining. However, in case of officers 
the trend is the opposite. The total number of officers in 2002 was 53413 and this figure 
grew by 7.6% and 3.4% to 57474 and 59441 in the year 2003 and 2004 respectively. This 
increase in the total number of officers is a good move as they can contribute towards the 
improvement of service giving process in the bank. 
Recruitment: SBI uses local media to announce the vacancy and the officers of the bank 
select the best candidate for the post. The bank's effort to improve its recruitment process 
by separately having recruitment department and constituting international reputed 
consultant are encouraging to have good policy in this regard. 
Training: The training modules of the bank emphasise on products offered by the bank, 
working system and procedure and information technology. The employees of the bank 
have been taking this training in the training college, training academy and training 
centres of the bank. These centres are organized and available at different regions and 
circles. The trained employees can access training manuals, training CDs and books in the 
area of their training in the centres. After completing the training, they can also have a 
copy of these training materials for their personal use. This helps the trained employees to 
revise some aspects of the training while they are actually doing the job. In some of the 
training centres the e-leaming solutions are implemented in which the trainees are 
provided with online training. Collaboration of bank's training insfitutions with reputed 
training and management institutions is also a good mechanism to upgrade and include 
latest developments in their training curricula. 
Benefits: SBI offers salary and different benefits to its employees. Currently the bank 
proposed good basic pay to the employees, especially officers. The other benefits 
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provided are also in most cases for staff at the officers' level. Except the newspaper 
allowance offered to both clerical staff and officers all the benefit packages are offered to 
officers and higher officials of the bank. The salary and benefits of the bank are less 
attractive as compared to the salary and benefits the private sector banks are providing. 
The bank's expense account for salary and other employee benefits and the relationship of 
this expense with the total non-interest expense of the bank has been shown in the 
following table. 
Table 6.15 Salary Expense and non-interest expense of SBI (in 'miliion rupees). 
Salary Expense 60116.5 51527.8 56887.2 64476.9 
(56.39)* (47.60) (45.10) (42.65) 
Non interest expense 106614 108241 126128 151178 
* Figures in the bracket in the first raw show the proportion of salary expense to total 
non-interest expense of the bank. 
Payment to and Provision for Employees account of the bank showed a fluctuating nature 
The amount in this account was 60116.53 million rupees in 2001 and the percentage 
change in the total of this expense account was (14.3%), 10 4% and 13.3% respectively in 
the last three years of 2001, 2002 and 2003 respectively. The proportion of this expense 
account to the total non-interest expense of the bank is continuously declining. As it is 
shown in table 6.15 this proportion was 56.39% of the total non-interest expense in 
2001.Then it declined to 47.6%, 45 1% and 42.65% in the following years of 2002, 2003, 
and 2004. 
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6.1.3.6. Physical Evidence 
As this bank has been serving for long in the country its logo is one means that helps to 
simply identify and recall the bank. The billboards posted in different places are the 
indicators that there is a branch of the bank around or they are posted to promote one 
service or new schemes of the bank. For different schemes, especially the newly 
introduced ones, the bank prepares brochure. These brochures are designed by 
accommodating the features and benefits of the scheme with the interest rate and equal 
monthly instalment paid for different maturities and amount. 
SBI uses signs for guiding customers within the branch. These signs have been seen in big 
city branches only. In other branches they are not common and even if they exist, they are 
very old and unattractive. The branches of the bank in most cases are old, suffering from 
lack of maintenance and renovation. The inside of branches is also unorganised and looks 
unattractive for outsiders. Presently, however, the bank is undertaking phase lifting 
programme in which renovation and modification of branches is taking place. 
Service personnel in banks are among the factors that enhance the perception of customers 
about the bank. In SBI branches the number of staff is large in relative sense. But, in most 
cases they are not cooperative to help the needy customers. When they meet someone 
seeking their help, guiding to someone else and appointing for tomorrow are common 
practices. Except in higher-level offices there is no information desk to help customers. 
This accompanied with unhelpful nature of employees worsen the experience of new 
outsider. 
The computer terminals, the passbook balance printing machines and ATMs of the bank 
are the technological devices that enhance the perception of customers positively. 
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6.1.3.7. Process 
In morning hours, the branches are crowed that resuks in queue for long hours. In using 
the ATMs also it needs more time as mostly there are people waiting for service. This 
delay could be attributed to the large number of bank customers and limited service 
centres. 
In some branches the bank tries to reduce the number of steps to withdraw cash. In earlier 
days, the customer had to fill the withdrawal format and submit to verifying officer for 
verification and then the format was passed to the cashers. Presently, however, the paying 
clerk does all the verification and payment. The other development to speed up the 
operation is the utilisation of technology and latest software in the banking operation. SBI 
has its own website, remote login, connection with SWIEFT network, in-house developed 
software, wide area network in selected branches, e-pay, computer service in all branches 
and core banking solution. 
The modem delivery mechanisms of ATMs, telebanking and Internet banking are other 
mechanisms that help customers to get the banking service in short process. The bank had 
also introduced single window service, provide help lines at all 14 local head offices with 
toll free numbers, undertake a business process reengineering and code of fair banking 
practice. All of these improvements have a positive impact in serving the customer better 
and shortening the total time required to provide banking services. 
6.1.4. ICICI BANK 
Following the pattern of organization in the previous parts the analysis of marketing mix 
elements of ICICI Bank, the private sector bank in India, has been done in this part of the 
research. 
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6.1.4.1. Product 
Deposit: ICICI Bank has different deposit schemes to serve the pubHc. The deposit 
products peculiar to the bank include recurring deposit, salary account and the young star 
account. The recurring account requires deposit of equal amount of money and provides 
compound interest to reach particular target of lump sum in a given period. The salary 
account is helpful to both the organization and employees, as it requires less time to 
process the crediting of salary to the individual employee account. The organization will 
also be relived from preparing cheque or paying cash for every employee by outsourcing 
this service. The young star account targeted to children aged from one day to eighteen 
years is a good mechanism for depositing money for children by families. This scheme 
through its withdrawing and Internet banking feature will teach the children the banking 
aspect and how to use their money. The women account is the best scheme to serve the 
saving need of Indian females. 
The other deposit products of the bank are also unique in some aspects. Made 2 order 
current accotmt allows the customer to have customized current account based on 
customers' business requirement. Roaming current account of the bank roams with the 
customer and he can access his account in all branches of the bank. The easy fixed deposit 
scheme of the bank gives options of easy withdrawal and easy loan to the customers. The 
customer has to choose any of these options and utilize the service thereafter. 
The Quantum Optima Facility of the bank is another attractive benefit for saving account 
holders. In this facility if the customer is having a deposit amount of more than 10000 
rupees, the excess amount will be automatically transferred with the multiple of 5000 to 
fixed deposit account so that they can get more interest at fixed deposit rate. 
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By accepting deposit through these schemes all the deposit accounts of demand deposit, 
saving deposit and term deposit accounts of ICICI Bank grew significantly. The total 
deposit, total loan, interest expense, and the relationship of this expense to the total 
expense of ICICI Bank have been shown in the following tables and graphs. 
Table 6.16 Total Deposit and total Loan of ICICI Bank (in 'million rupees) 
^Ji^M^fipiioil l.Wn 
Deposit 
"o Change 
Loan 
163782 
70315 
: .2002 .-
320851 
..' •95!9 • 
470349 
...j. .,2003 : 
481693 
• '• • 50,1' •; 
532794 
2004 
681086 
620955 
m^ ^W»¥^?i i |M^3#^ g.r '-iSw? 
Table 6.17 Interest Expense and Total Expense of ICICI Bank (in 'Millions) 
DescOTtioiL^i 'mj.:'" ^'^'B^^s^ 'WfMWWiri p*-?v:%;^ fei* 
OOl?-' %;:^ 2002-3 feM^OQ^ fe.^2004'?-'y-;--l imps 'immmsiw^^rpm-
Interest Expense 
I I'liil 1 \pLnsi.' 
8377 
13014 
15589 
24683 
79440 
11.3207 
70153 
103219 
Percentage 64.4 63.2 70.2 68.0 
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Figure 7 Total Deposit and Loan of ICICI Bank 
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As shown in table 6.16 and figure 7, the total deposit of the bank was rupees 163782.1 
million in 2001. The percentage growth of this total was 95.9%, 50.1% and 41.4% 
respectively in the year 2002, 2003 and 2004. The major contributing deposit accounts for 
the growth of the total amount were term deposit in the first two years and saving account 
deposit in the year 2004. Resultant to the increasing trend in deposit, the total interest 
expense of the bank is also increasing. This account recorded minor reduction in the year 
2004 only. Table 6.17 shows that the interest expense accounts for 64.4%, 63.2%, 70.2% 
and 68.0% of the total expenses of the bank during the period of 2001, 2002, 2003 and 
2004 respectively. 
Loans and advances: The bank moves aggressively in dispersing home loan in which it 
was leading among all scheduled commercial banks in the country. ICICI Bank also 
finances entrepreneurs involved in construction, which accounts for 5-6%) of the country's 
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GDP and employs around 32 million people. It provides different finance options to these 
customers and customises the scheme according to their different needs. 
In retail product, the bank offers personal loan for individuals without enforcing them to 
use the credit for specific purpose. The borrower can use the amount for any purpose he 
thinks important. In car loan the bank finances individuals and also having relationship 
with car manufacturers to facilitate the process for the borrowers. In car overdraft what the 
bank is doing is to convert the car of the customer into cash. 
ICICI Bank provides eight different financing options having different features to finance 
the customer's requirement of buying two wheelers. The bank is tied up with most two-
wheeler manufacturers in the country and there are situations in which the customer can 
get the vehicle immediately. 
Loan against security of ICICI Bank is the scheme in which the customers pledge 
securities in favour of the bank and acquire overdraft facility up to the value of the 
security. Business organizations and individuals having security certificate can avail their 
cash shortage by using this scheme of the bank. 
The total amount of loans and advances of the bank showed an increasing pattern. As 
shown in Table 6.16 and Figure 7 this amount was 70314.6 million rupees in 2001. Then 
it grew by 568.9%, 13.3% and 16.5% in the year 2002, 2003 and 2004 respectively. The 
significant growth of the total in the year 2002 is due to significant growth of the amount 
of bills discounted, cash credit, overdraft, term loan, and Securitisation receivables. 
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The non interest income, interest income and their relationship with the total income of 
the bank for the last four years of 2001, 2002, 2003 and 2004 has been shown in the table 
5.18 and figure 8. 
Table 6.18 Non-Interest Income, Interest Income and Total Income 
(in million rupees) 
• ' .1. - ' VIA 
2003 
-r.-
' • Description 
Non-Interest Income 
200JJ 
2203 
(15.06)* 
2002 •:;,|> 
5747 
(21.08) 
19678 
(17.36) 
2004 Iv 
30649.23 
(25.48) 
Total Income 14624 27266 113359 119589.63 
•Numbers in bracket shows the percentage of the income to the total income of the 
bank. 
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The interest income of the banlc acquired from total borrowed money is also increasing 
continuously except in fiscal 2004. Table 6.18 shows that the interest income accounts for 
84.93%, 78.92%, 82.64%) and 74.37% of the total income of the bank in the four years of 
2001, 2002, 2003 and 2004 respectively. 
Services: ICICI Bank gives more emphasis on value added services. It delivers different 
technological and online services to the customers. 
The services of Internet Banking, Mobile Banking, ATMs, and Phone banking of the bank 
provide banking services to the customers. They are the means to solve the immediate 
banking need of customers. The access to different services of other establishments and 
payment of bill through these channels provide the convenience of acquiring the services 
and settle their payment without visiting the establishments. 
The Escrow account of the bank helps the customer to put part of income as a safety for 
fulfilling future obligation. Their fund transfer is also fast in which the transfer instruction 
and final settlement takes place continuously. 
The bank provides different corporate online services. These services like internet banking, 
forex online, debit online and trade services provide the customers the benefit of doing 
different banking transactions through their PC which takes less time. The retail customers 
of the bank can also use the Debit card to shop online. 
ICICI Bank is also providing banking service to the government. The government bill 
payment and online tax payment schemes reduce customers' pain to visit government 
establishments to pay their bill and tax, and as the same time it contributes to the income of 
the bank. 
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The other income of the bank grew continuoush' and significantly in the last three years of 
2002, 2003 and 2004 in comparision to the figure in 2001. As shown in table 6.18 and 
figure 8 the total amount of non-interest income of the bank accounts for 15.06%, 21.08?/o, 
17.36% & and 25.48% of the total income of the bank in the years 2001, 2002, 2003, and 
2004 respectively. 
5.1.4.2. Pricing 
The recently revised ICICI Bank's benchmark prime lending rate is 10.5% per annum 
payable monthly. 
ICICI Bank interest rate for saving account is 3.5% per annum. The bank, however, 
provides different rates for different saving schemes. For example the rate of saving 
deposit for senior citizens is 4%. 
The revised interest rates of term deposit for the amount less than 10 million shows that: 
> Generally the bank pays higher interest rate for senior citizens as compared to 
retail term deposit and NRI schemes. 
> The rate for longer maturity period is higher as compared to the rates paid for 
lower maturity period 
> The interest rate for large amount (greater than 1.5 million) is higher as compared 
to the rates for small amount (less than 1.5 million). 
> The rate for retail term deposit varies between 3%-6.25%. 
> The rate for senior citizens varies between 3.5%-7.27% and 
> The rate for Non Resident Indian varies between 3%)-6.25%) based on the amount 
and duration of deposit. 
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The interest income of the bank was progressing significantly and it contributes the major 
part of the total income of the bank. The percentage change of the interest income 
acquired from loans and advances was 73.2%, 335.3% and (5.1%) respectively in fiscal 
2002, 2003 and 2004. The significant growth of 335.3% was recorded in the year 2003 
due to the major increase of interest on advances^ills from 716.7 million in 2002 to 
60162.4 million rupees, and more than double increment in the account of income on 
investment. 
ICICI Bank also charges customers for cash deposit in current account. If the deposit is in 
the form of cash, the bank charges fee of Rs.8 per Rs.lOOO for the denomination of 10 
notes, Rs.6.50 per thousand for the denomination of Rs.20 notes, Rs.3.5 per thousand for 
the denomination of Rs.50 notes, Rs.1.5 per thousand for the denomination of Rs.lOO and 
500 notes and Rs.l per thousand for the denomination of Rs.lOOO notes. 
The non-interest income of the bank was rupees 2203.04 million in fiscal 2001. The 
amount in this account grew by 160.8%, 242.4% and 55.76% in fiscal 2002, 2003 and 
2004 respectively. 
The interest expense of the bank for the last four years shows a continuous progress 
except in the year 2004. If we look at the percentage growth of this figure it stands at 
86.1%, 409.6% and (11.7%) respectively in the last three years of 2002, 2003 and 2004 as 
compared to the figure one year before. 
6.1.4.3. Place 
ICICI Bank has a multi-channel delivery network of branches, ATMs, call centres, mobile 
banking and Internet banking. The technological development at the time of its 
establishment allowed the bank to develop all the delivery channels simultaneously. 
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Branches: The bank is opening branches in different parts of the country and increasing 
the number through time. 
ICICI Bank also operates overseas through its 12 branches and offices. Through these 
offices, the bank is providing comprehensive range of asset and liability products to its 
Non-Resident-Indians and other customers. It also have correspondent relationship with 
foreign banks. 
ATMs: ICICI Bank ranks next to SBI in total number of ATMs. ICICI Bank's ATM 
network provides different services of cash withdrawal, balance inquiry, charging of 
prepaid mobiles, buying of new internet connection or renewal pack, donation or any time 
blessing, mutual fund transaction and bill payment. The recent development in the ATM 
network of the bank includes: 
> ATM for bulk deposit 
> ATM for visually challenged people 
> Full fledged statement printer and 
> Mobile ATMs 
Internet Banking: ICICI Bank is well known for its initiative of Internet banking. It is 
among the first movers in providing this service in India. The bank provides registration 
facility through its website or printed formats in branches. Presently, it has wide customer 
base of 3.4 million users. The customers of the bank can utilize this facility to undertake 
banking transaction and pay their bill to different billers and shops. By using this channel, 
the customer can undertake banking transaction from anywhere. What he requires is 
personal computer and Internet connection. So, this channel helps the customers by 
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avoiding the pain of visiting service centres and also they can undertake transactions 
immediately as they feel important. 
Phone Banking: By using this channel of the bank customers can request and access 
information about their transaction. The bank has the biggest 1750 seat call centre 
throughout the country. The call centres use the latest state of the art voice over Internet 
protocol technology and cutting-edge desktop applications to provide a single view of 
customer's relationship with the bank. Some of the services provided through this channel 
include request of account balance, mini statement, cheque book request, cheque status 
enquiry, stop cheque payment, utility bill payment, Internet useri and mobile banking 
registration. 
Mobile banking: ICICI Bank's mobile banking service is divided into two broad 
categories. These categories are: 
> Request Facility: Which enables the customer to query for account information or 
perform bank transactions. 
> Alert Facility: Under this customers get alerted when the events subscribed for get 
triggered. 
6.1.4.4. Promotion 
Advertisement: The bank is utilising national newspapers, finance magazines and 
different television channels for advertisement. The form of advertisement of the bank is 
attractive as they are using different personality symbols. The mail.com companies and 
website of the bank are the other media for advertisement. The customer can access 
different details about the operation and services of the bank in the website icicibank.com 
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and they update it regularly. The public using the mail.com, for example rediff.com, will 
access promotional messages about different schemes sent directly to their account by the 
company. 
Personal Selling: The bank has a field officer sales team that move door to door to 
explain about the products of the bank to the customers. This team provide every detail of 
the schemes and services to convince the people. The duty of this team is only to promote 
the schemes of the bank. So, they are in a better position to convince customers by their 
well-prepared presentation. The bank personnel working with other company sales 
department for providing certain services, like two wheelers credit, are promoting that 
particular scheme to the public. The branch managers are also involved in providing 
information about the quality service and schemes of the bank. Besides, personal word of 
mouth comes from the satisfied customers. As this bank is providing modem services, 
these customers are telling everything good to others. 
Publicity: ICICI Bank publicizes its services, schemes and personnel through media. It is 
very common to read the interview and opinion of higher officials of the bank in different 
newspapers and magazines. 
The glossy brochures issued by the bank are available in sufficient quantity and everybody 
visiting their branch can have a copy of it. Anybody in need of the annual report of the 
bank can also have a copy from ICICI Bank head offices. 
This bank also invests money to different public service activities to exert its social 
responsibility. This is one factor among the others that increases the good feeling of the 
public about the bank. The other media that increases the awareness of the public is the 
different awards from different agencies in recognition of the technology level utilized, 
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customer service, management of the bank, excellence in retail banking and other 
parameters. 
The total amount spent for promotion and the percentage relationship of this amount with 
the total non interest expense of the bank has been shown in table 5.19. 
Table 6.19 Advertisement Expense and non-interest expense of ICICI Bank 
(in million rupc 
f^^'x^^ ^ ^?? f?» j 
^te^^&^ifl 
Advertisement Expense 143.3 
(3.09)* 
79.7 
(0.88) 
581.8 
(1.72) 
686.8 
(2.08) 
Non interest expense 4637 9094 33767 33066 
* Figures in the bracket in the first raw show the proportion of advertisement 
expense to total non-interest expense of the bank. 
The banks expense for the purpose of promotion and publicity in the last four years shows 
a fluctuating nature. The percentage change of this account stands at (44.4%), 630% and 
18.1% in 2002, 2003 and 2004 fiscal respectively as compared to the figure one year 
before. If we compare the two figures of 2001 and 2004 the increment is 543.48 million 
rupees or 372.9%. This total expense of the bank for advertisement and publicity accounts 
for 0.88%, 3.09%, 1.72% and 2.08% of its total non-interest expense. 
6.1.4.5. People 
The composition of the employees of ICICI Bank is different from other banks. In this 
bank the entry level is an officer. There is no clerical cadre in the bank and all non-clerical 
jobs are outsourced. 
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Recruitment: The recruitment and selection of the bank is a centralized. The bank is 
using campus recruitment and off campus recruitment. In both cases, if the applicant 
qualifies the screening of the bank he will be communicated. Then, these candidates 
appear for written test, group discussion and interview to assess their competence for the 
bank. 
Recruiting of graduates from campuses helps the bank to acquire best talent from different 
field of studies. Besides, the posting of vacancy on their website helps the applicants to 
access the information easily and also save the time of bank officers by avoiding contact 
with every applicant. 
Training: All employees of the bank are eligible for the training offered. As soon as they 
complete their recruitment formalities they will not be deputed to the job rather expected 
to complete the training programme. ICICI Bank provides comprehensive training 
programme of about 7 to 10 days for new officers recruited. After assuming the job also 
the officers are provided with online training and face-to-face training by training and 
development department of the bank. Training is arranged for the employees continuously 
to update their skills. The bank is using the web-based training modules on banking 
practices and customers handling. The training modules arranged for different employees 
are related to the functions they are handling. It provides soft skill training or personality 
development training (like on customers handling, body language, soft modulation, tone 
etc), process training in which the employees will be trained about banking and functions 
of every department of the bank, and special training programmes on functional and 
management development to build management capability at both national and 
international training institutions. 
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This continuous face-to-face and online training of the bank build up the knowledge and 
morale of the employees. This in turn helps in serving the customer better and makes them 
happy with their bank. 
Benefits: ICICI Bank salary scale is as per the industry standard. It is equivalent with the 
salary scale of other private sector banks. But in comparison to public sector banks it is 
very attractive. In addition to this, the bank provides different benefits some of which are 
unique to the bank. The salary scale and the additional benefits provided by the bank are 
capable of attracting professionals to the bank. 
The expense of the bank for salary and other employee benefits of the bank and its 
comparison with the total non-interest expense have been shovm in table 5.20. 
Table 6.20 Payment to and Provisions for Employees expense and total non-interest 
expense of ICICI Bank (in 'million rupees). 
Payment to and Provisions 517.1 1471.8 4030.3 5460.6 
for Employees (12.32)* (16.18) (11.94) (16.51) 
Imercffif g&MfeVW^^^^^ l » : * - ' * i:,;aB#l63M P S W I ?! W: ^ 35i#9 
Non interest expense 4637 9094 33767 33066 
*Figures in the bracket show the proportion of Payment to and Provisions for 
Employees expense to total non-interest expense of the bank. 
The salary expense of the bank followed an increasing trend. As it is shown in table 6.20 
this figure was rupee 517.1 million in fiscal 2001. But in the following three consecutive 
years it registered a percentage growth of 184.63%, 173.84%, and 35.49% compared to the 
figure one year before. The proportion of this expense account to total non-interest expense 
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of the bank shows a fluctuating nature. It accounts for 12.32%, 16.18%, 11.94% and 
16.51% of non-interest expense in the four years of 2001, 2002, 2003 and 2004 
respectively. 
6.1.4.6. PHYSICAL EVIDENCE 
ICICI Bank uses physical evidences in its services. The evidences utilized by the Bank has 
been analysed next. 
The bank has buildings with good architectural designs for branches and offices. These 
buildings are mostly located in convenient areas where the business community is 
operating. 
Information Desk: ICICI Bank has inquiry desk in all its branches. At this desk, the field 
officers sales workers provide information regarding the schemes of the bank, the location 
of service persormel, and how to get different services from the bank. 
Interior of the Bank: The Bank maintains the interior of its branches properly. The 
branches are neat and equipped with modem furniture. It gives some sort of ease of mind 
while you are inside. The workers are using computer terminals in their operation. 
Brochures: The brochures released by the bank are well designed and printed on quality 
paper. It can attract customers to go through it and as a result motivate him towards the 
scheme. Therefore, the brochures for different schemes are self explanatory and attractive. 
Employees: The employees of the Bank are young, professionally qualified, dressed in 
good manner and having interest to help and assist customers. These aspects of the 
employees put some comfort and confidence in the mind of the customer. 
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6.1.4.7. PROCESS 
The time requirement of the bank in every service is short. Through their latest software, 
technological delivery channels and efficient employees they succeeded in serving the 
customer in short possible time. 
ICICI Bank employees use computer in their operation and as a result it requires less 
effort from the employee side and the transactions can be handled easily. 
The young and smiling employees of the bank are always happy and efficient in serving 
the customers. They contribute in simplifying the process of getting banking services. 
The software the bank is using in different services is the means of reducing the pain of 
customers in the process. The banking software they are using is capable of providing all 
the required information about the account and the operating staff can handle all the 
information demand of the customer at a time. 
The cash delivery and check pick up service of the bank simplifies the process of service 
by providing cash to and taking cheque from the place of the customer. The customer can 
request for these services and the bank takes care of it by its employees. 
The additional services they are providing through the delivery channels of ATMs and 
Internet are the other points that reduce the procedure of withdrawing cash and queue in 
service providers' centre for payment of bills and buying the packages. 
The e-transfer and online foreign exchange services of the bank avoids the time taken by 
the bank while using the other offline methods of providing these services. 
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6.2. INTER COUNTRY COMPARISION 
As it was discussed at the beginning of the chapter, in this part the inter comparison of 
sample banks from both countries will take place. 
6.2.1. COMMERCIAL BANK OF ETHIOPIA AND STATE BANK OF INDIA 
In both the countries these banks are the largest banks in different parameters of assets, 
deposit, loan, total employees and number of branches. The comparison of these two 
public sector banks on the basis of seven marketing mix elements has been done next. 
6.2.1.1. Products 
The similarity and difference of these banks in their product and services are given next. 
Factors common for CBE and SBI include: 
=> Both these banks provide the three main deposit schemes of saving deposit, current 
account and fixed deposit. 
=> The total deposit of these banks is continuously progressing. 
=> The loan schemes offered by both the banks include term loan, bill financing, 
agricultural loan, merchandise loan and overdraft. 
=> The fee based services common to both banks are fund transfer, ATM service, safe 
deposit locker, travellers' cheque and bank guarantee. 
The differences between these banks are: 
=:> CBE provides special deposit scheme to accommodate the interest of customers that 
do not require of collecting interest 
=> SBI has additional schemes of gold deposit and senior citizen scheme. 
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=> Total interest expense on deposit followed a declining trend in CBE whereas it 
follows an increasing trend in SBI. 
=> SBI offer different loan schemes targeted at different group of people in the 
community. In case of CBE, however, most of the loan schemes are designed with 
the objective of serving the corporate sector. 
=> SBI loan schemes of Working capital finance, Project Finance, Structured finance, 
Dealer Finance, Channel Financing, Cash Credit for Traders, Term loan for Asset 
Acquisition, Liberalized credit for SSI, Entrepreneur scheme. Equity Fund Scheme, 
Stree Shakti Package, SME credit plus. Retail trade. Professional and Self employed 
persons, Business enterprise. Transport Operators, Small Business Credit Card, 
Auto Clean Financing, Rent Plus, Gold loan to Domestic industry. Gold to 
Jewellery Exporters, Personal loan. Education Loan and Festival Loans are not 
provided by CBE. 
^ Some of SBI schemes like auto cleaning scheme and agricultural loan are designed 
in the direction of government plan of reducing pollution fi-om cities and strengthen 
the agricultural sector. 
=> CBE loans are all backed with the collateral of fixed assets, bank guarantee or cash. 
In case of SBI, some loan schemes are provided by considering armual income, 
profession and guarantee of third party. 
^ The total amount of loan in the four years declined continuously in case of CBE 
while it follows an increasing trend in SBI. 
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=> The interest income from loan also increased continuously in SBI but in case of 
CBE it showed a fluctuating pattem. 
=> The Western Union Money Transfer service is provided by CBE but not by SBI. 
=> SBI offers additional value added services that can help the customer in getting 
money immediately, provide other third party services and help the customer in 
settling his/her bill for other billers. The services peculiar to SBI and that are not 
offered by CBE include internet banking, telebanking, gift cheque, damat services, 
debit card, gold card, e-pay, government account, equipment leasing, cash 
management and credit cards. 
=> The income from services follows an increasing trend in SBI while it had a 
fluctuating trend in CBE. 
6.2.1.2. Price 
Similarity between CBE and SBI: The interest rate of both deposits and loan products in 
both banks depends on the benchmark rate set by the regulatory body. 
Difference between these banks: 
=> SBI offers different rates for different group of people in both deposit and loan 
products. The bank's rate for senior citizens and differential rate for different loan 
schemes is an example in this regard. 
=> SBI offers alternative scheme of saving plus account that provide interest at fixed 
deposit rate for the amount exceeding the predetermined limit. 
6.2.1.3. Place 
The similarities of CBE and SBI in delivery channels include: 
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=> Both banks have the largest proportion of branches in their respective country. 
^ The branches of these banks are divided into different grades on the basis of 
business volume. 
=> They have branches operating outside their country. 
=^ CBE and SBI have ATM network for providing banking services. 
The differences between CBE and SBI in this marketing mix aspect include: 
=> ATM network of SBI is extended through out the country and that of CBE is only in 
the capital city. 
=> ATMs of SBI are utilized for different banking services while the ATMs of CBE are 
providing only cash dispensing service. 
=> SBI is more IT savvy than CBE. The former has other modem delivery channels 
like internet banking and telebanking service to serve its customers whereas the 
latter is not having these delivery mechanisms. 
6.2.1.4. Promotion 
Both CBE and SBI advertise their products and services to the public. The instruments 
utilised for promotion are also the same except the degree of intensity. Both the banks 
utilize methods of advertisement, personal selling and publicity for promotion. 
The factors that are common in promotion for both the banks include: 
=> Both banks utilise television, radio, newspaper, billboards and Internet as medium 
of advertisement. 
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=> In personal selling the employees of both the banks at different level tries to provide 
information about their services and persuade customers. 
=> Both these banks utilise special occasions like trade fairs to deliver information 
about their bank to the participants. 
=> CBE and SBI utilize national media, publications and social service to publicize 
their bank and its service. 
=^ Both banks have their own internal bulletin and brochures that helps in publicizing 
their bank and banking services. 
=> The total amount of money spent for promotion followed a fluctuating pattern in 
both banks. 
The difference between these banks lies in: 
=> The degree and frequency of advertisement in Indian SBI is more as compared to 
CBE. 
=> In media advertisement SBI is more dynamic as its content and method of 
advertisement changes regularly while this change is not frequent in case of CBE. 
=> The advertisement mechanism that is used by CBE and not by SBI is the 
sponsorship of graduation bulletin of different campuses. 
=^ In personal selling CBE has corporate customers' session that helps in getting 
feedback from corporate customers. However, it is not practiced by SBI. 
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=> As the number of journal and newspaper circulating in the country are large, the 
frequency of getting SBI officials interview and speech is very common. But in case 
of CBE the media coverage of the officers is rare. 
=> The amount of money and materials contributed for the public and different 
societies is very large in case of SBI. Different branches, circles and the corporate 
office offer this assistance and the total contribufion at given time is significant. In 
case of CBE it is only the head office that offers this assistance and it is very small. 
6.2.1.5. People 
CBE and SBI are the largest banks in their respective country. As a result, they have the 
largest number of employees compared to other banks in their respective countries. The 
proportion of these employees to their total branches is 1:44 for CBE and 1:23 in case of 
SBI. 
The following factors are common for both CBE and SBI. 
=> The recruitment policy of both banks is similar as they select candidates on merit 
basis. 
=> The process of selection is also similar. They both follow steps of advertising the 
vacancy, receiving application, short-listing the best and interview or practical 
examination for final selection. 
=> Both banks provide on the job and off-the-job training to their employees 
=> On remuneration front, both are lagging behind private sector banks of their 
respective countries. 
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=^ Both CBE and SBI provide benefits of medical allowance and fuel allowance to 
their employees over and above the statutory benefits. 
=> The total expense of both banks for employee salary and benefit followed a 
fluctuating pattern. 
The differences between these banks in this marketing mix element include: 
:=> The employees of CBE are young and sociable as compared to the employees of 
SBI. 
=> SBI has unique effort of campus communication and recruitment to attract best 
talent. 
=> SBI has in-house training facilities through training college and institutes of its own. 
But CBE does not have training centre of its own. 
=> SBI implement e-leaming solutions to provide online training and assessment. 
=> SBI's training centres has collaboration with reputed training and management 
institutions. 
=> Benefits of housing lease, cleansing, entertainment, electric and newspaper 
allowances, furniture and electrical equipment allowances are provided by SBI and 
not by CBE. 
:^ Benefits of transfer allowance and representation allowance are offered by CBE and 
not by SBI 
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6.2.1.6. Physical Evidences 
Pliysical evidences utilized by both banks to tangiblise their intangible services are almost 
the same. What differs is only the degree and width of utilizing these evidences. Having 
more branches and customer base SBI utilize these evidences widely. The tangiblising 
evidences used by both banks and the point of their difference have been presented as 
under. 
Similarities between CBE and SBI: 
=^ Both banks use their logo on promotions, billboards, reports, brochures, and in front 
of branches. 
=^ Both banks have signs that can guide the customer to different service points within 
the branch. 
=> Both CBE and SBI use electronic equipments like computers, passbook printing 
machines, printers, fax machines etc. 
=> Both these banks have information desk for customers only in some branches. 
=> Most of the branches of these banks do not have enough waiting places for 
customers. 
=> Employees of both the banks are having long years of service and to some extent 
they are not cooperative. 
Points of differences between these banks are; 
=> The interior of CBE is more eye-catching than that of SBI branches. 
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=> The note and coin counting machines is available in all CBE branches and only in 
limited branches of SBI. 
=}> SBI provides additional general information posted on the inside wall of the 
branches while CBE does not. 
=> CBE's buildings for branches in semi-urban and rural branches are more attractive 
than SBI's branches. 
=> Parking area problem is more serious in case of CBE as compared to SBI in city 
branches. 
6.2.1.7. Process 
The factors that are common for CBE and SBI in procedural aspect include: 
=> The time taken to get banking services is relatively high in both the banks. 
=> The design of brochures in both cases is improving to be self explanatory and 
precise. 
=> Both the banks are providing toll free line to handle complaint and request from 
customers. 
=> Both the banks employ foreign companies to undertake business process 
engineering to improve their procedural aspect. 
=> Both these banks are the members of SWIEFT connection to facilitate faster transfer 
of money. 
^ These banks are having website of their own that could help customers to access 
information about their services. 
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=> The customer service in both the banks is poor. 
=^ They are using computers for handling transactions in all branches. 
The difference in process of CBE and SBI include: 
=^ SBI uses latest software and modern delivery mechanisms that shorten the time 
required for the provision of banking service. The process improving software and 
channels that are used by SBI and not by CBE include telebanking, internet 
banking, e-pay, remote login, project e-recon, trade finance project, core banking 
solutions, SBI express online tax accounting software, special electronic fund 
transfer and a code of fair banking practice designed by the bank. 
=> Only six branches of CBE are connected online while SBI has WAN connection in 
1419 branches. 
=^ e-pay service of SBI provide customers the simplicity of paying their bills by 
internet without visiting the service providing establishments. In case of CBE they 
this kind of service is not provided. 
=^ Third party services offered through SBI's Internet banking and ATM services are 
not provided by CBE. 
6.2.2. DASHEN BANK AND ICICI BANK 
Dashen Bank and ICICI Bank are the largest private sector banks in terms of their total 
asset base, loans and advances and other parameters Ethiopia and India respectively. Both 
these banks were established in 1990's following the financial sector reform undertaken 
throughout the world. The comparison of these banks on the base of marketing mix 
elements is presented in this section of the research. 
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6.2.2.1. Product 
The similarities between DB and ICICI Bank in product category include: 
=> The deposit scheme common to both these banks are current account, saving deposit 
account, fixed deposit and saving scheme for young (young star). 
=^ The total deposit of both these banks grew continuously. 
=> The interest expense paid for depositors showed a fluctuating nature in both banks. 
=> The total loans and advances offered by both the banks were progressing. 
=> The interest income from loan increased continuously in both the banks. 
=> The income they acquire from providing fee-based services was continuously 
increasing. 
The differences between DB and ICICI Bank include: 
=> In deposit products ICICI Bank provides different alternative schemes targeted to 
different group of people. In their saving account they have online saving account 
and special saving account. The current account scheme also has two more schemes 
of Made 2 Order Current Account and Roaming Current Account offering different 
benefits. The fixed deposit of ICICI Bank has also the alternative schemes of Fixed 
Deposit, recurrent account and Easy Fixed Deposit schemes. In case of DB, 
however, all these alternative schemes are not provided. 
=> ICICI Bank provides deposit schemes of recurring deposit, women's account, senior 
citizens account and salary account that are not provided by Dashen Bank. 
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=> All loan schemes of DB are mostly targeted to the corporate sector while the 
emphasis of ICICI Bank is on retail loans. 
=> All loans of DB are backed by collateral but in case of ICICI Bank they provide 
loans on collateral, guarantee, profession and income of the borrower. 
=> ICICI Bank offers large number of value added services as compared to DB 
=:> The services offered by ICICI Bank and not by DB include ATM, Internet banking, 
phone banking, mobile baking, cash management, investment options, credit cards, 
and bill payment facility through ATMs. 
^ Western union Money Transfer service is offered by DB but not by ICICI Bank. 
6.2.2.2. Price 
The price structure of these banks is similar in that they set their lending and saving 
interest rate based on the prime lending rate set by the regulatory bodies in their respective 
countries. 
Differences between these banks include: 
=> ICICI Bank provides different saving deposit rate for different group of 
savers/schemes. ICICI Bank also provides various structures of interest rate for its 
different schemes of loan. But it is not the case in DB. 
=> DB pays interest rate of 1% on its current account. ICICI Bank, however, is not 
paying interest on this account. Rather, this bank charges its current account holders 
for the cash deposit they made. These customers will be charged different fee based 
on the denomination of money for deposit. 
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=^ The Quantum Optima facility of ICICI Bank provides the chance of getting more 
interest from the saving account. Even if the maximum rate set by regulatory body 
for saving account is 3.5%, through this facility the amount in excess of 10,000 
rupees will be transferred to fixed deposit account, which will pay more interest 
rate. 
6.2.2.3. Place 
The common factor and difference of DB and ICICI Bank in their medium of providing 
banking services to customers will be looked in to next. 
The common factors in delivery channels include: 
=> Both these banks utilise branches as delivery channel for banking services. 
=> Both the banks divide their branches on the basis of their business transaction. 
The difference in delivery channels between these banks include: 
=> While distributing banking services, in DB branches are the only delivery channels 
whereas ICICI Bank is having multi delivery channels and branches are one among 
them. The additional delivery channels of ICICI Bank include Internet banking, 
ATMs, phone banking and mobile banking. 
=> ICICI Bank has branches and offices operating outside the country but in case of 
DB their branches are limited within the country only. 
6.2.2.4. Promotion 
Similarity of DB and ICICI Bank: 
=> Both these banks promote their products and services by utilizing promotion 
methods of advertisement, personnel selling and publicity. 
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=> Both these banks use electronic media of television, radio and internet for 
advertisement. 
=> In printed media they both use newspaper and billboard to advertise their banking 
service. 
=> Both DB and ICICI Bank acquire different awards and public recognitions that 
increase the awareness of the public. 
=> The total amount of expense for promotion showed a fluctuating nature in both 
banks. 
The differences observed in promotion are as follows: 
=> In personal selling ICICI Bank uses field officer sales team to attract customers to 
the bank but DB does not have this kind of people for promotion. 
=> In advertisement ICICI Bank advertise its services widely than it is done by DB. 
=> ICICI Bank utilizes large number of journals, newspapers and television channels as 
compared to DB. 
=^ ICICI Bank also releases detail information about its operation, procedures and 
news through Internet. In case of DB the information available on the website is not 
sufficient to orient outsider. 
=i> ICICI Bank publicizes the bank through different interview and news conference 
held with media people frequently than it is done by DB. 
=> The amount of money invested by ICICI bank for the welfare of the community is 
significantly high as compared to DB. 
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6.2.2.5. People 
The proportion of branches to bank employees for these banks stands at 1:33 for DB and 
1:20 for ICICI Bank. 
The HR factors that are common in both these banks include: 
=> The employees of both these banks have been offered training to upgrade their 
skills. 
=> The pay scale of both these banks is attractive in their respective country. 
=> The allowances offered by both the banks include transportation allowance, medical 
allowance and provident fund. 
The difference of these banks in HR functions lies: 
=> The recruitment process of ICICI Bank is handled through Internet for both 
announcing the vacancy and accepting the resume of applicants. In case of DB, it is 
announced by internal notice or media and registration of applicants is done 
manually. 
=> ICICI Bank uses campus recruitment for recruiting employees and DB doesn't. 
=> The competence required to join ICICI Bank is identified through study and posted 
in their website. 
=> The selection process at ICICI Bank includes three predetermined tools of mental 
ability test, personality profiling and occupational personality questionnaire before 
employees appear for interview. In case of DB, however, only interview and/or 
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practical examination are involved in selecting employees and it varies from job to 
job. 
=> In ICICI Bank, the newly recruited officer have to attend a complete comprehensive 
training programme before placement on-the-job but in case of DB training before 
assuming the job is neither compulsory nor common. 
^ ICICI Bank is offering web based training modules to employees but not DB. 
=> The allowances of conveyance, lunch, leave, travel, house rent, gratuity, city 
competency, and employee stock option are offered by ICICI Bank and not offered 
byDB. 
=> The other benefits offered by DB and not by ICICI Bank are group accident and life 
insurance, representation allowance, acting allowance and educational expense 
assistance. 
6.2.2.6. Physical Evidence 
The common factor for both DB and ICICI Bank to tangiblize their intangible services 
include: 
:=> Both the banks post their logo on promotions and publications. 
=> DB and ICICI Bank have good buildings for their offices and branch. 
=> The interior of both the banks is clean and attractive. They use signs that guide 
customers to different service points. 
=> Both the banks use modern electronic equipments in their operation. 
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=> Tiie employees of both these banks are friendly and accommodating in their 
respective countries. 
=^ DB and ICICI Bank prepare brochures for their services. 
The tangiblizing evidences that are available in ICICI Bank but not in DB include: 
=> Information desk (inquiry) in all branches, 
=> ATMs in different locations with logo of the bank. 
=> Credit and Debit-cum cards 
=> Air-conditioned branches with someone providing drinking water for incoming 
customers. 
^ The brochures of ICICI Bank are also prepared with different personality pictures 
explaining the scheme, and the design is attractive than DB. 
=^ The high worthy customers of ICICI Bank do have differential treatment. The 
manager will handle the service requirement of those customers while they are 
seating in the conference room. In case of DB there is no any different treatment for 
these customers. 
6.2.2.7. Process 
The procedural factors common to these two banks include: 
=> In every service both banks require less time as compared to the other banks 
operating in their respective countries. 
=> The branches of both these banks are networked and getting banking services form 
any branches is possible. 
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=> Customer service is good in both the banks in their respective country. 
=> They improve their systems continuously. 
^ Both these banks have their own website to provide information about their 
services. 
=> Both these banks are members of SWIEFT connection to transfer money 
internationally. 
=> They are using modern software in their operation. 
=^ They provide door-to-door service to customers. This service is provided in case of 
emergency by DB, and for NRI and high worthy individuals in ICICI Bank. 
The factors in improving the procedure of different services and practiced by ICICI Bank 
but not by DB include: 
=> ICICI Bank uses different software and online services to serve its customers. These 
services include bill payment through ATMs, e-transfer or online remittance product 
targeted at NRI, online foreign exchange and debit securities trading service, 
enterprise application integration initiative linking various products and delivery 
systems, and customer relationship management software. 
=> Customers of ICICI Bank can get banking service through ATM. Internet, telephone 
and mobile which require less process and operation time. DB does not use these 
mechanisms. 
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6.2.3. CBE and ICICI Bank 
In the previous two sections the comparison was made between banks belonging to similar 
ownership. In this section and the following section of the analysis the cross comparison 
of banks from different ownership pattern will take place. This section will look into the 
comparison of the largest public sector bank in Ethiopia, CBE, and the largest private 
sector bank in India, ICICI Bank. Following the same framework as in the previous parts, 
the comparison of the marketing mix elements has been presented as follows. 
6.2.3.1. Products 
The similarities of CBE and ICICI Bank in this marketing mix element are: 
=> The deposit products offered by both the banks include saving account, current 
account and fixed deposit account. 
=> The total deposit of both the banks followed an increasing trend. 
Difference in product category of CBE and ICICI Bank include: 
=> ICICI Bank provides additional schemes that are not provided by CBE. These 
include special deposit account, recurring deposit, women's account, senior citizens 
account, salary account, young star, made 2-order current account, roaming current 
account, easy fixed deposit account. 
=> The deposit scheme of special demand deposit account is offered by CBE but not by 
ICICI Bank. 
^ Almost all loan schemes of CBE are targeted to the corporate sector and their retail 
customers' schemes are minimal. In case of ICICI Bank, however, most of the 
schemes are serving the needs of retail segment. 
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=> The interest expense on deposits followed a fluctuating nature in both the banks. 
=> Collateral is the mandatory requirement in CBE. In case of ICICI Bank, however, 
they provide loan on the base of collateral, guarantee, and personal income and 
qualification of the candidate as per the requirement of the schemes. 
=> The total loan during the period followed an increasing trend in case of ICICI Bank 
but it showed a declining pattern in CBE 
=> The interest income sows a fluctuating nature in CBE, whereas in case of ICICI 
Bank this figure was growing continuously. 
=> ICICI Bank offers additional value added services of internet banking, phone-
banking, mobile banking, bill payment and purchasing different services through 
ATMs, credit card, investment products, cash management service, corporate on-
line service and government banking. 
=:> CBE provides Western Union Money Transfer service but it is not offered by ICICI 
Bank. 
^ The income acquired from fee-based services followed an increasing trend in ICICI 
Bank. In case of CBE, however, it followed an increasing trend in the first two years 
and then declined in 2004. 
6.2.3.2. Price 
In pricing the similarity between CBE and ICICI Bank include: 
=:> In setting their price both these banks base themselves on rate offered by the 
regulatory body. 
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The differences in pricing aspect include: 
=> ICICI Bank offers alternative rates for different group of people. The interest rate on 
loans and advances is different for different types of schemes. 
=^ ICICI Bank charges fee from its current account holders for depositing cash while 
CBE does not charge any fee from these group of customers. 
=> The Quantum optima facility provided by ICICI Bank is a good mechanism to offer 
additional interest for saving account holders and this type of option is not available 
in case of CBE. 
6.2.3.3. Place 
Common factors for both CBE and ICICI Bank include: 
=> Both these banks use branches to deliver their banking services. 
=> Both banks divide their branches on the basis of total volume of business they are 
handling. 
=> Both the banks have foreign branch outside their country. 
=> Both the banks use ATM network to provide banking service to customers. 
The differences between these banks include: 
=> The branch distribution of CBE is proportionally high in rural and semi-urban areas. 
=> ATMs of ICICI Bank are extended throughout the country but that of CBE are only 
in the capital city. 
=» ATMs of ICICI Bank provide different banking services while in case of CBE they 
are used for cash withdrawal service only. 
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=> ICICIC Bank uses modem delivery channels for providing banking services. The 
delivery mechanisms utilized by ICICI Bank and not by CBE include Internet 
banking, phone banking, and mobile banking 
6.2.3.4. Promotion 
Both CBE and ICICI Bank utilize different promotion methods in promoting their 
services. The methods common to both banks include: 
=^ Both CBE and ICICI Bank utilise television, radio, billboards, newspaper and 
Internet as means of advertisement. 
=> In personal selling the em.ployees of both the banks at different level tries to provide 
information about their services. 
=> CBE and ICICI Bank utilize national media, publications and providing social 
service to the public to publicize their bank and its service. 
=> Both CBE and ICICI Bank have their own internal bulletin and brochures that help 
them in publicizing their bank and banking services. 
The difference between these banks include 
=> ICICI Banks advertisement and media coverage is wider as it is delivered through 
different vehicles. In case of CBE the medium of advertisement is limited. 
=> In media advertisement ICICI Bank changes the content and method of 
advertisement frequently, but in CBE it stayed for long time. 
=^ Field Officer Sale's team are doing the promotion of the products and services of 
ICICI Bank but this kind of personal selling team is not available in CBE. 
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=^ Advertising the banks through different graduation bulletin of different institutions 
is used by CBE but not by ICICI Bank. 
=i> CBE uses corporate customers' session to meet and discuss the corporate 
customers annually. This is not available in ICICI Bank. 
=e> The total amount of money and activities performed for social welfare is very high 
in ICICI Bank. However, it is minimal in case of CBE. 
=> The total amount of money spent for promotion followed a fluctuating pattern in 
CBE while it was continuously growing in ICICI Bank. 
6.2.3.5. People 
The proportion of branches to number of employees stood at 1:44 for CBE and 1:20 for 
ICICI Bank. 
In HRM functions, the factors that are common for both these banks are: 
=?• Both the banks offer induction for new entrants. 
=> These two banks provide training for employees. 
=> The common benefits offered to employees of both banks are medical allowance 
and fuel or transportation allowance. 
The differences between these banks include: 
=> CBE is having the largest share of bank employees in the country. In the case of 
ICICI Bank they are using multi-delivery channels most of which are 
technological. So the number of employees in the bank is not as such significant 
relative to its size. 
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=> The employees of ICICI Bank are more literate than those of CBE employees. 
=> The process of recruitment in ICICI Bank is through internet while that of CBE is 
manual. 
=> ICICI Bank identifies the competences required and releases it through its website 
so that the employees applying to any post evaluate themselves thoroughly before 
applying. 
=> The selection procedure of ICICI Bank follows regular standards of three step test 
and interview while CBE set different practical exam for different posts. 
=> Training is offered for all new entrants in ICICI Bank but not in case of CBE. 
=> ICICI Bank offers additional benefits of conveyance allowance, lunch allowance, 
housing rent allowance, employee stock option, leave and travel allowance, city 
compensation allowance and gratuity allowance to its employees, which are not 
offered by CBE. 
=> CBE offers benefit of transfer allowance and representation allowance but they are 
not provided by ICICI Bank. 
=> The pay scale of ICICI Bank is more attractive than that of CBE as compared to the 
other banks operating in their respective countries. 
6.2.3.6. Physical Evidence 
Similarities of CBE and ICICI Bank in physical evidences include: 
=i> The tangible physical evidences utilized by both these banks include logo, 
electronic equipments, brochures, good looking branch building, decorated interior 
and employees. 
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The tangibles utilized by ICICI Bank and not by CBE or the tangibles that are utilized by 
both but different in some aspects are as follows. 
=> Information Desk/inquiry is available in all branches of ICICI Bank but it is 
available only in two branches of CBE. 
=> The branch managers treat high worth individuals separately in ICICI Bank. 
=> The employees of ICICI Bank are more energetic and helpful with their always 
smiling face but employees of CBE are not as such inviting. 
=> The decor of the interiors of branches and offices is very much attractive in case of 
ICICI Bank. 
=> ICICI Bank prepares variety of brochures for different services and they are st>'lish 
in design. They are also provided for everybody in need but in case of CBE the 
brochures prepared are limited and their design is also not attractive. 
=> The parking area problem is more serious in case of CBE. 
=> ICICI Bank has debit-cum cards and credit cards that are tangibles to percei\e the 
intangible banking service. 
6.2.3.7. Process 
The operational procedures and factors contributing to this effect that are common for 
both these banks are: 
=> They both try to improve their operating system continuously. 
=> Both banks have the website of their own to provide information for the public. 
=^ They use SWIEFT network to send money internationally. 
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Points of differences in these banks include: 
=> ICICI Bank uses modern software to increase the efficiency of providing services. 
^ Customer service is better in ICICI Bank than CBE. 
=i> The time required to get banking services is much lesser in ICICI Bank than CBE. 
=> All branches of ICICI Bank are networked but only 6 branches of CBE have online 
connection. 
=> ICICI Bank delivers door-to-door service of delivering cash and colleting cheque 
for its worthy customers and NRI customers. However, this service is not offered 
by CBE. 
=> ICICI Bank provides CRM software, online remittance product, and online foreign 
exchange and securities trading service that are not offered by CBE. 
=> ICICI Bank uses centralized database for its operation but CBE is organizing this 
centralized data base system recently. 
=> ICICI Bank is using modern delivery mechanisms like telebanking, Internet 
banking and mobile banking that reduce the time requirement of customers but 
these facilities are not available in case of CBE. 
=> The ATM bill payment of ICICI Bank is the mechanism that reduces the time and 
hassle of customers in settling their bill to their billers. This facility is non-
existence in case of CBE. 
=> Third party services provided through Internet banking and ATM are not available 
in case of CBE. 
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6.2.4. DASHEN BANK AND STATE BANK OF INDIA 
Dashen Bank and State Bank of India will be compared in this section of the research. 
6.2.4.1. Product 
Features and schemes common to both banks include: 
=^ Saving deposit, demand deposit and fixed deposit schemes are common to both the 
banks. 
=> The total deposit of both the banks grew continuously. 
=> The amount of money these banks paid as interest expense on deposit followed a 
fluctuating pattern in both the banks. 
=^ The common loan schemes for both the banks are letters of credit, term loan, 
personal loan and bill financing. 
^ The total amount of loan in case of both the banks follows an increasing trend. 
=> The interest income from loan and advances was continuously growing in case of 
DB but in case of SBI it declined in the year 2004. 
=» The common services offered by both the banks are fund transfer, travellers' 
cheque, bank guarantee, letters of credit, bill financing, encashment of credit cards, 
and exchange of currencies. 
^ Total income these banks acquire from services followed an increasing trend. 
The differences of these banks in this marketing mix element include: 
=> DB provides youth scheme and there is no scheme for the child in SBI. 
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=> The deposit schemes of saving plus account, senior citizen account, gold banking 
and NRI banking are offered by SBI but not by DB.. 
=^ Generally SBI provides more loan schemes to its customers as compared to DB. 
^> The loans and advances schemes provided by SBI and that are not provided by DB 
include structured finance, dealer finance, channel financing, liberalized finance for 
SSI, entrepreneur scheme, equity fund scheme, stree sheketi package, SME credit 
plus, retail trade, loan for professional and self employed, transport operators, auto 
clean financing, rent plus, gold loan, housing finance, educafional loan and festival 
loan to accommodate the interest of different group in the community. 
=> The term loan of SBI is also designed into different schemes so that they can satisfy 
the interest of particular group. It includes schemes like term loan for asset 
acquisition, general-purpose term loan, corporate term loan, working capital finance 
and project finance. 
=> The collateral requirement of SBI is more flexible as it accepts personal guarantee 
and income of the borrower. In case of DB they require collateral of fixed nature 
and bank guarantee. 
=> DB offers the service of Western Union Money Transfer but not SBI. 
=^ SBI offers variety of value added services to the customers. The services offered by 
SBI and not by DB include cash management service, equipment leasing, damat 
service, ATM, internet banking, gift cheque, telebanking, e-pay, personal banking, 
cash plus, government securities and government accounts. 
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6.2.4.2. Price 
In setting their price both the banks base on the rate set by the regulatory body. Some of 
the differences between these banks include: 
=^ DB pays interest of 1% for its current account holders but SBI does not. 
=> SBI provides different interest rates for different schemes in its term deposit like 
that of senior citizens and NRI schemes. 
=> In loan products, the rate charged by SBI for different schemes is different by 
considering the risk level involved but differential treatment is not practiced in case 
ofDB. 
=> The alternative of paying interest rate for saving deposit at term deposit rate is 
available in SBI but DB does not have this kind of alternative. 
6.2.4.3. Place 
In delivering their products and services both these banks utilize branches. The branches 
of these banks are also divided in different categories based on the volume of business. 
The differentiating factor in branches includes: 
=> SBTs coverage of branches in India is wider as compared to the coverage of DB in 
Ethiopia 
=i> SBI has 54 branches and offices operating outside India while DB branches are 
operating only in Ethiopia. 
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=> DB is delivering banking services through branches only whereas SBI utilizes other 
delivery mechanisms to serve its customers. The delivery channels used by SBI and 
not by DB include ATMs, Internet Banking and Tele banking. 
6.2.4.4. Promotion 
The similarity of these banks in promoting their products and services include: 
=> DB and SBI utilize different promotion methods of advertisement, personal selling 
and publicity. 
=> In electronic media both the banks utilize television, Internet and radio 
advertisements. 
=^ In printed media both the banks use newspaper and magazine for advertisement. 
=> The personal selling method utilized by both the banks is similar as they are using 
their staff and word of mouth of customers. 
=> The advertisement and publicity expense of these banks have a progressing pattern. 
=> The total amount of money for promotion showed a fluctuating nature in both the 
banks. 
The point of differences in the promotion methods include: 
=> SBI advertises its products and services through more means of printed media like 
varied news papers, magazines and brochures while that of DB is limited to 
newspaper and the number of brochures issued are also less. 
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=> The website of SBI provide more detailed information about the type of services, 
their benefit and eligibility criteria while the coverage of the website of DB is not 
much detailed. 
^> The good news from satisfied customers in case of DB is stronger in comparison to 
SBI. 
=> The media coverage of SBI is much wider as compared to the coverage of DB. 
=^ The investment of SBI in public activities is very much large as comparison to DB. 
=^ DB acquired award of best bank in Ethiopia continuously. 
6.2.4.5. People 
The total numbers of employees of these banks are 1051 for DB and 207039 for SBI at the 
end of 2004 fiscal. The proportion of the branches of bank to total number of employees 
stands at 1:33 for DB and 1:23 for SBI. 
The common factors for these banks include: 
=> The recruitment process of these banks is almost the same. They both select the 
candidate on the base of his merit and the process is also the same. 
=^ Both these banks offer training for their employees. 
=> The common benefits offered by these banks include medical allowance and 
transportation (petrol) allowance. 
The differences in different HRM functions of these banks include: 
=> Campus recruitment and communication is undertaken by SBI but not by DB. 
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=^ SBI is putting efforts to improve its recruitment policy. This includes the 
appointment of international company to review its policy but the effort of DB in 
this regard is less. 
=> SBI has its own training colleges and institutions but DB does not have its own 
institutions. 
=:> SBI provides online training to employees but DB is not offering online training. 
^> SBI has established collaboration of its establishments with the training and 
management institutions in the country. 
=> The salary scale of DB is more attractive in Ethiopia than the salary scale of SBI in 
India. 
=> The other benefits offered by DB but not by SBI are group accident and life 
insurance, representation allowance, acting allowance for temporary assignments 
and educational expense assistance. 
=i> Benefits offered by SBI but not by DB are housing allowance, cleansing allowance, 
entertainment allowance, curtain allowance, electric allowance and fiamiture 
allowance. 
=> The total amount of money for expense of employees' salary and benefit followed 
an increasing pattern in DB but in SBI it was fluctuating. 
6.2.4.6. Physical Evidence 
In providing their intangible services both these banks are using tangible physical 
evidences like logo, computer for operation, inside signs, brochures, cars, buildings and 
employees. 
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The difference of these banks in the physical evidence lies: 
=> The buildings for branches and offices of DB are relatively more modem and good 
looking than the buildings of SBI. 
=> Employees of DB are young, well dressed and helpful than employees of SBI. 
=> SBI is having other tangiblising evidences like ATM machines, credit cards and 
debit cards that can create good image of the bank in the mind of customers. 
::^ The helpful information written on the inside walls of branches of SBI make the 
customer to feel that they are in a place where banking service is provided. DB does 
not practice this. 
=> The waiting place for customers in branches is wider in DB as compared to the 
branches of SBI. 
=^ SBI provide varied brochures with different personality pictures for its services. 
These brochures are inclusive of all the information required like eligibility, interest, 
benefit, duration and equal monthly instalments. But in case of DB, the brochures 
are prepared for limited services and their design is also simple. 
=> Cashers of DB are assisted by note and coin counting machines but SBI branches 
are not having these devises. 
6.2.4.7. Process 
The procedural aspects of these banks are similar in the following points. 
^ Both these banks are members of SWEPT for money transfer internationally. 
=^ Both are helping customers by providing information through their website. 
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=> Both are trying to improve the working process of their operation continuously. 
=> An operation of employees in both cases is helped by computers which increases 
efficiency and speed. 
The differences of these banks in the process of operation are as follows. 
=> The customer service of DB is better than the customer service of SBI. 
=> Time taken to process the service requirement of customers is much less in branches 
ofDB than SBI. 
=> All branches of DB are connected through WAN but only 1419 branches are 
connected in case of SBI. 
=i> DB provides door to door service in case of emergency but this service is not 
available in SBI. 
=> SBI is providing toll free line to simplify the help requirement of its customers but 
this facility is not provided in DB. 
=> SBI employs foreign consulting company to undertake business process re-
engineering for further improvement. 
=> SBI's code of fair banking practice is a good mechanism to shape the expectation 
and behaviour of customers and employees of the bank respectively. 
=> SBI's different software designed to help in different schemes and ser\'ices like 
remote login, core banking solution, online tax accounting, project e-recon, trade 
finance, special fund transfer and SBI express contribute to reduce the customer's 
pain and as a result improve customer service, however, they are not used by DB. 
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The delivery mechanisms utilized by SBI but not by DB like internet banking, 
ATMs, and telephone banking helps to improve the process of getting banking 
services as compared to branches. 
e-pay of SBI helps in avoiding the hassle of customers in approaching different 
service centres for paying their bills. 
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Chapter 7 
FINDINGS AND RECOMMENDATIONS 
This chapter concludes the findings of the study based on which the recommendations have 
been made. The direction for future research is also presented at the end of this chapter. The 
findings highlighted are related to the objectives of the study as they are stated in chapter two 
and analysed and interpreted in chapter five. 
7.1. CONCLUSION AND FINDINGS: 
7.1.1. Findings from Ethiopian Banks: 
The analysis of the information about Ethiopian sample banks discloses the following 
findings. 
1. Ethiopian Banks saving deposit schemes are limited and they are not providing 
different types of schemes for various segment of the market. 
2. The following are the major findings of loan schemes of Ethiopian banks: 
a) Ethiopian banks collateral requirement for loans and advances is not flexible. 
They require collateral of fixed nature or bank guarantee for all their loan and 
advance schemes. 
b) Most of the loan schemes of Ethiopian banks are targeted to limited number of 
corporate customers in the market and they do not have loan schemes that 
motivate the small scale sector and encourage entrepreneurship at the lower 
level. 
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3. The value added services provided by Ethiopian banks are very Hmited. Their 
effort of introducing new fee based services by considering the customers' 
requirement and potential area of business is week. 
4. Ethiopia is a country in which more than 85% of the population lives in rural 
area. Contrary to this reality, private sector banks are not observed of extending 
their branches in these parts of the country. Their branch network is concentrated 
in major cities of the country. 
5. Ethiopian banks use branches as major channel to deliver their services. Their 
move in extending modem delivery channels is limited. 
6. The promotion strategies of Ethiopian banks are weak in many aspects. The 
findings in promotion measures of Ethiopian banks include: 
a) The form and content of advertisement has not been changed for long. 
b) The investment of Ethiopian banks in public service activities is limited. 
c) The materials prepared for publicity are not available in sufficient quantity. 
d) There always is a delay in releasing informafion of their operafional result to 
the public. 
e) Their personal selling effort is limited to management group and interested 
employees. There is no institutionalised effort for promoting their services to 
the public. 
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7 . The salary scale and employee benefit of Ethiopian public sector bank is low and non 
attractive as compared to the banks in private sector. Besides, the staffs in this bank 
are less cooperative. 
8 . The physical evidences used as a tangible for customers are less in Ethiopian banks. 
9 . The process of availing banking service is more tedious and time consuming in public 
sector bank. 
10. As observed from the policy documents of the government, in Ethiopia, foreign 
institutions are not allowed to operate in the financial sector. 
7.1.2. Findings from Indian Banks 
From the analyses of the information about the marketing mix elements of sample banks the 
following points are the major findings as far as the Indian banks are concerned. 
1. Indian banks offer wide variety of saving and loan products to their customers. 
The schemes in the deposit and loan category are very much diverse in which they 
address the need of all economic sectors and various need of personal 
consumption. These banks also introduce new schemes in policy direction of the 
government. One point observed in Indian banks is, in saving deposit accounts 
there is no non-interest bearing deposit scheme to accommodate the interest of 
peoples who do not want to collect interest. 
2. Indian banks provide varied rate for different schemes of saving and loan 
products. Besides, the Indian banks strategy of paying interest at term deposit rate 
for saving deposit accounts above predetermined limits is a good mechanism to 
motivate the savers to save more money in their saving account. But, the 
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additional fee requirement of private sector banks for depositing cash in current 
account can be a point of dissatisfaction for customers in the long run. 
3. Indian banks utilize multi delivery channels to distribute their products and 
services to the public. All banks in private and public sector are harnessing 
technology to make use of modem delivery channels. However, private sector 
banks are concentrated in metro and urban centres. The proportion of their 
branches in rural and semi urban areas is very much less as compared to those in 
urban and metropolitan area. 
4. Indian banks promote their products and services widely. The number of 
magazines, newspapers circulating and different television channels available in 
the country help their effort to promote their services widely. In publicizing their 
bank, their contribution for social service activities is so significant and some of it 
is invested in areas that contribute for future development of the country. With 
this wider promotion and investment it is very simple for them to attract the 
public to the banking. 
5. The salary and benefit of Indian public sector banks is less attractive as compared 
to their counterpart in private sector. Most of the employees in these banks are 
also less cooperative and aged, as a result not inviting to be approached for 
service by outsiders. 
6. The inside look of branches and its organization in public sector banks is not eye-
catching. In general the look of public sector banks is not attractive compared to 
their counterpart in the private sector which uses latest technology and occupy 
new and accessible buildings for their branches. 
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7. Indian public sector banks have wider customer base. As a result the number of 
customers waiting for service in their branches and ATMs are large. Most of the 
time there is a crowd in service centres and customers are required to hang around 
for getting banking services. 
In general, it is found from the analysis and interpretations of this work that: 
- In marketing mix elements the private sector banks are performing well as compared 
to public sector banks in both countries. 
- The country wise comparison of banks shows that Indian banks are more developed 
and provide different schemes through multi-delivery channels to their customers. 
Therefore, the level of development of Ethiopian banks is incomparable to that of 
Indian banks. 
7.2. RECOMMENDATIONS AND SUGGESTIONS 
The analysis of the data collected from sample banks in private and public sector revealed 
that the application of marketing mix elements adopted in the industry require improvements 
on many counts. Some suggestions for improvement are given below so that utilization of 
these recommendations can be exercised in a better manner. 
7.2.1. Recommendations and suggestions for Ethiopian Banks 
1. Ethiopian banks must think of providing different alternative schemes to address the 
saving requirement of the different demographic group. With these schemes they also 
have to consider of giving some additional incentive like differential interest rate for 
different group of customers. In this direction the senior citizen scheme, women's 
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account, quantum optima facility and salary account of Indian banks can be a good 
example. 
2. The loan schemes of Ethiopian banks would have to be strengthened. In this direction 
the following are suggested. 
a) These banks have to make their collateral requirement more flexible. They must 
come with strategies of providing loan and advances-for professionals and self 
employed people by considering their qualification and income. 
b) These banks need to concentrate on retail banking to address the banking 
requirement of large mass of the country. So, they have to coin schemes by 
considering the personal expenditure pattern of retail customers. 
c) In their term loan, these banks are required to introduce schemes targeted to 
small scale business firms. These schemes have to be designed by considering 
the service requirement of the public and with the intension to encourage 
entrepreneurship and ownership in the public. 
d) Ethiopian banks need to consider the development of loan schemes with the 
development policy direction of the government. Coining schemes with this 
policy direction benefits the implementation of policy plans and the future 
development of the country at large. 
3. Ethiopian banks are required to increase the other value added services in their 
product category. They have to consider providing services of collecting tax and other 
payments for government, dealing in government securities, bill payment of different 
service providers, pension payment, co-branded card with other establishments and 
Findings and Recommendations 261 
other that can contribute to the pubHc and banks by reducing the mental and physical 
hassle and increasing income from service charge simultaneously. 
4. Ethiopian private sector banks need to consider the introduction of their branches to 
rural Ethiopia. At least they can have limited model rural branches in un-banked areas 
or they can introduce their service centres in the form of one man office, extension 
counter or mobile office. 
As banking is one major requirement in the development of any country, in this 
aspect, it is also possible for the government to give some mandatory requirement for 
opening rural branches to the commercial banks operating in the country. 
5. The existing situation around the world tells us that using technology in banking is 
not an option but rather a necessity for the existence of the bank. Ethiopian banks, 
therefore, must consider using different technological delivery mechanisms for their 
serv'ices. These include channels like telebanking, Internet banking, mobile banking 
and extending ATM facilities. Even if it is costly to provide these services 
throughout, they have to think of introducing these services in convenient places and 
for limited segment of their market. 
6. The promotional measures of Ethiopian banks should be improved and strengthened 
in many aspects. The following points suggest the possible efforts that can be taken 
by these banks. 
a) As the economic status and living condition of most people is low, investing 
their time and money for public service activities help these banks to be 
recognized and attract the attention of the public towards their services. 
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Therefore, these banks need to increase their investment for pubhc service 
activities. 
b) These banks have to use different personaHty pictures to make their brochures 
more attractive, improve the quahty of printing, and prepare them in sufficient 
quantity for wider distribution. 
c) Ethiopian banks have to release their annual report timely so that they can 
attract potential customers and all stakeholders of the bank can evaluate their 
performance timely. 
d) Persona] promotions are more believable than non-personal promotions. In 
country like Ethiopia, the contribution of these promotion methods towards 
influencing customers is significant. So, these banks need to use relationship 
management techniques to convince people towards their services. This can be 
done by having their own sales team or by using public figures in the 
community. 
e) Ethiopian banks need to change the format and content of their advertisement 
regularly. They have to make their advertisement desirable for customers, 
unique in its presentation, and easy to deliver their promise. 
7. The public sector bank must adjust the pay scale and benefits to employees. This 
helps the bank to attract the best talent and retain the experienced staff. This bank also 
needs to consider the provision of continuous training and orientation of employees to 
make them more cooperative and helpful to customers. 
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8. Problems in the process of getting services are the major causes of dissatisfaction for 
service customers. To improve the total time required and other procedural factors 
Ethiopian banks, especially those in public sector, needs to consider way of 
increasing service points, mechanism of immediately changing other points to cash 
counter whenever the customers in queue are large, differential treatment for worthy 
customers, having information desk in each branch, interconnection of all branches, 
and upload important information and update their website continuously. 
9. If foreign banks are allowed to operate in Ethiopia, they will provide modern banking 
to the citizens and their work culture will inject a sense of competition in local banks. 
So, the government has to consider the possibility of allowing foreign institutions to 
invest and operate in the banking sector. 
7.2.2. Recommendations and Suggestions for Indian Banks 
1. Bank customers in some cases do not require collecting interest on saving. Indian 
banks have to introduce the saving deposit scheme suitable for these customers. 
2. Private banks have to encourage people to use their current accoimts as they are 
using the money without paying the interest. Therefore, even if they are not 
paying interest, they have to reconsider their policy of charging fee for the cash 
deposited in current account as it is having impact of reducing the demand in the 
long run. 
3. As the business potential of rural and semi urban areas is high, private sector 
banks need to divert their attention to these areas by opening more branches and 
other delivery channels in order to provide their standard products and services to 
the community. 
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4. Indian public sector banks need to come with revised and improved salary and 
benefits package as retention-attraction strategy to retain experienced service 
personnel and also attract the highly talented ones. They should also consider 
injecting fresh and young blood by emphasizing on recruiting new graduates and 
young people as front office personnel. Besides, these banks must consider 
continuous orientation and seminar for the presently existing staff so that they will 
be customer friendly. 
5. Indian public sector banks have to make the interior of their branches neat and 
attractive, front office employees must be advised to clear the pile of paper on 
their table, provide waiting space for customers, have information desk (lobby 
man) in each branch, and prepare stylish brochures in sufficient quantity. 
6. In order to minimize waiting time of customers, they have to increase service 
points (cashers, passbook posting point), devise system of converting other 
service areas to cash counter with possible minimum effort, and identify some 
attracting incentives that can motivate customers to shift their usage time. 
7.3. DIRECTION FOR FUTURE RESEARCH: 
As stated earlier, present research has not covered other marketing areas except the 
marketing mix elements in banks, and hence is a limitation of this research work. Future 
research can be carried out in the following marketing related areas. 
1. The marketing strategies of the banks in both countries. 
2. The impact of different marketing mix elements on the total business of banks. 
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3. The satisfaction/dissatisfaction level of customers by the service of banks in both 
countries. 
4. The efficiency of employees in serving the customers and the satisfaction level of 
these employees with their job. 
5. The preference of customers in using alternative delivery channels and the cost and 
benefit of these channels to the bank. 
6. The demographic characteristics of the customers and their media preference. 
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APPENDIXES 
APPENDIX! 
ETHIOPIAN COMMERCIAL BANKS 
I. Public Sector Bank 
1. Commercial Bank of Ethiopia 
II. Private Sector Banks: 
1. Abyssinia Bank Share Company 
2. Awash International Bank Share Company 
3. Daslm Bank Share Company 
4. Nib International Bank Share Company 
5. United Bank Share Company 
6. Wegagen Bank Share Company 
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APPENDIX-2 
INDIAN SCHEDULED COMMERCIAL BANKS 
I. Public Sector Banks; 
1. Allahabad Bank 
2. Andhra Bank 
3. BankofBoroda 
4. Bank of India 
5. Bank of Maharashtra 
6. Canara Bank 
7. Central Bank of India 
8. Corporation Bank 
9. Dena Bank 
10. Indian Bank 
11. Indian Overseas Bank 
12. Oriental Bank of Commerce 
13. Punjab &Sind Bank 
14. Punjab National Bank 
15. State Bank of Bikaner & Jaipur 
16. State Bank of Hyderabad 
17. State Bank of India 
18. State Bank of Indore 
19. State Bank of Mysore 
20. State Bank of Patialia 
21. State Bank of Saurashtra 
22. State Bank of Travancore 
23. Syndicate Bank 
24. UCO Bank 
25. Union Bank of India 
26. United Bank of India 
27. Vijaya Bank 
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11. Private Sector Banks: 
1. Bank of Punjab Ltd. 
2. Bharat Overseas Bank Ltd. 
3. Centurion Bank Ltd. 
4. City Union Bank Ltd. 
5. Development Credit Bank Ltd. 
6. Global Trust Bank Ltd. 
7. HDFC Bank Ltd. 
8. ICICl Bank Ltd 
9. IDBI Bank Ltd. 
10. InduslndBankLtd 
11. Lord Krishna Bank Ltd. 
12. SBl Commercial, and Intl. Bank Ltd. 
13. Timilnad Mercantile Bank Ltd. 
14. The Bank of Rajasthan Ltd. 
15. The Catholic Syrian Bank Ltd. 
16. The Dhanalakshmi Bank Ltd. 
17. The Federal Bank Ltd. 
18. The Ganesh Bank of Kurundwad Ltd. 
19. The Jammu & Kashmir Bank Ltd. 
20. The Kamataka Bank Ltd. 
21. The Karur Vysya Bank Ltd. 
22. The Lakshmi Vilas Bank Ltd. 
23. The National Bank Ltd. 
24. The Nedungadi Bank Ltd 
25. The Ratnakar Bank Ltd. 
26. The Sangli Bank Ltd. 
27. The South Indian bank Ltd. 
28. The United Western Bank Ltd. 
29. The Vysya Bank Ltd. 
30. UTI Bank Ltd. 
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APPENDIX-3 
CHECKLIST OF INTERVIEW FROM THE SAMPLE BANKS 
MARKETING MIX ELEMENTS 
Product: 
=> Type of products /schemes and fee based services offered by the bank. 
=^ The purpose of introducing these products and services. 
=> How each works and ehgibiUty criterion. 
=^ When each product or service was introduced to the market. 
=> The number of customers and amount of business in each case for the last three years. 
=> The share of deposit and credit of your bank in the total commercial banks. 
=> The income and/or expense from each product or service. 
=> The type of product or service offered by your bank only locally. 
Price: 
=^ Objective of pricing. 
=i> The lending and deposit rate of the regulatory body under each product category. 
=> Interest offered by the bank for different saving schemes. 
^ Interest offered for different amount and duration of fixed deposit. 
^ The interest charged by the bank on different loan and advance schemes. 
=^ Charge of the bank for different fee based services. 
=> The estimated cost of each service and products. 
=> The total interest income of the bank from different categories of loans for the last 
three years. 
^ The interest expense of the bank on different deposits for the last three years. 
=> The total income the bank acquired on different fee based services. 
Place: 
=^ The number of branches and other offices for serving the customer. 
=> The division of local branches by business volume and location. 
=> A criterion for opening new branch or any other delivery channels. 
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=> Provision of anywhere banking. 
=> The number of foreign branches, offices and correspondent banks abroad. 
=> The total number of ATMs and ser '^ices provided by them 
=> The availability of Internet banking, phone banking and mobile banking services. 
=> The number of branches providing these modem delivery channels. 
Promotion: 
=> The objectives and most attention areas of promotions. 
=^ Type of promotions utilized from the following and different medias in each case. 
• Advertisement 
• Personal selling 
• Sales promotion 
• publicity 
=> Total expenditure of the bank for the purpose of promotion in the last three years. 
People: 
=^ Total number of staff in the bank. 
=> The educational level of employees. 
=> Recruitment policy and process of the bank. 
=> Type of trainings offered by the bank. 
^ The eligibility criteria for training. 
=> The emphasis of trainings offered. 
=> Duration of training. 
=> Pay scale of the bank. 
=> The other benefits offered by the bank for the employees. 
=> The incentive and motivation system for rewarding best performers. 
Physical Evidences: 
=> The physical evidences utilized to tangiblize its intangible services. 
=> The effort of the bank to modernize the interior of branches and make them eye 
catching. 
=> The variables used by the bank to make their branches and offices attractive for 
the customers. 
287 
=> The duration in which the renovation of branches is undertaking. 
=> The identification symbol used in promotions, stationeries, reports and others. 
Process: 
=> The process required in depositing money, taking loan, and getting other fee 
based services. 
=> Documentation and information required in all the above cases. 
=> The average time of accounting procedure for putting through a transaction in all 
the above cases. 
=> The effort undertaken by the bank to reduce the hassle of customers in all the 
above cases. 
=^ The degree of flexibility of the schemes of the bank to catter individual customers 
need. 
=> The procedural improvement introduced recently. 
=> The proportion of branches utilizing information technology in the areas of 
• Automation of front line and back office operation. 
• Electronic data interchange. 
• Database management. 
• Electronic data interchange. 
=> Staff participation in designing improved procedures. 
^ Mechanical devices utilized by the employees while serving customers. 
=> Efficiency of employees in serving the demand from the customer side. 
=> The amount of money invested to upgrade the technology of the bank in all 
aspects in the last three years. 
=^ Suggestion and complaint system used by the bank. 
=> Complaint received by the bank in the last three years. 
=> Major areas of complaint. 
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